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ABSTRACT 
Graphic design in different countries exhibits strong cultural characteristics of the 
countries. The beauty of cultural differences is commonly viewed as making graphic 
design unique and valuable. Alternately, the diversity of cultures may also result in 
unsatisfactory design due to a cultural barrier between the designer and people who are 
from a different cultural background. As a graphic designer, creating high-quality visual 
information that satisfies consumers with different cultural backgrounds is very important. 
Misinterpretation and misunderstanding of some cultures may result in design failure or 
cause conflict between different cultural groups. This study compares the acceptance 
levels of various kinds of symbols between people with a Chinese cultural background 
and those with a background that is not culturally Chinese. For this comparative study, 
three representative objects were selected: dragon, monkey and fish. For each object, 
three symbols were selected or designed. An online survey was conducted among 
currently enrolled students at Iowa State University to evaluate people‟ acceptance of 
these symbols. This study found that people from different cultural backgrounds perceive 
meaning of symbols differently. The choices they made were influenced by which ethnic 
group they came from. When looking at the same set of objects, participants from the 
same ethnic group tend to make the same choices.  In addition, the study results also 
indicate that Chinese symbols do have strong cultural characteristics that can be easily 
distinguished from Western symbol designs. With the influence of cultural differences on 
symbols changing over time, the trend is that Chinese style becomes more recognizable 
by people from other ethnicities and who speak other languages. 
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CHAPTER 1 INTRODUCTION 
In this age of globalization, designers increasingly have more business 
opportunities internationally. As a result, understanding the similarities and differences in 
the behavior and preferences of consumers from different cultural backgrounds is 
becoming increasingly important. To create designs that satisfy consumers from different 
backgrounds, designers are required to consider aspects of various cultures in design. 
Additionally, avoiding the negative aspect of cultural difference is also very important 
and necessary. 
There are some common things to see in Western commercials. For example, 
European car manufactures like to use a fit and muscular body in their commercials for 
cars with large horsepower. When BMW used this idea in Chinese market, it turns out 
Chinese customers did not like it because in Chinese society muscles and sweat are often 
related to labor intensive jobs, which are lower paid and do not required higher education. 
Cars advertised with this type of commercials were considered cheap and low quality. As 
a graphic designer, creating high quality designs that satisfy consumers with different 
cultural backgrounds is very important and necessary. Misinterpretation and 
misunderstanding of some cultures may result in failure of design or cause conflict 
between different culture groups. 
1.1 Purpose of Study 
This study examines the recognition levels in different sets of symbols between 
people who have a Chinese cultural background and those without a culturally Chinese 
background. The survey results were used to validate one hypothesis: Chinese symbolic 
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designs have strong cultural characteristics that can be easily distinguished from Western 
symbolic designs. 
The following research questions will be answered through the literature review, 
case studies, and a survey: 
1. Do the selected Chinese symbols have strong cultural characteristics that can be 
easily distinguished from Western symbol designs? 
2. How do people from different cultural backgrounds perceive symbol designs 
differently? 
3. Has the influence of cultural differences on perception of symbols‟ trend changed? 
The results of this study will be helpful for graphic designers who do design work 
for customers who have different cultural backgrounds. Knowing their preferences and 
things you should avoid should make the design and communication process more 
efficient. 
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CHAPTER 2 LITERATURE REVIEW 
Symbolism is an art of using simple shapes or forms to express a more 
complicated idea or concept. The perception of a symbol varies by receivers. This chapter 
introduces the origins and history of symbol designs, development of symbols, and 
aesthetics of symbols. It also provides an overview of China‟s history and cultures 
including policies, demographics, art, and graphic design. It is important to understand 
the background information of symbols, as well as cultural differences because these are 
very critical elements when developing hypotheses for this preference study. 
2.1 Introduction of Symbols 
Before humans learned how to use language and words to express the ideas and 
activities in their daily lives, people used different kinds of simple or complicated 
drawings to communicate with each other. Meggs (2006, p. 4) address visual language as 
following:  
Throughout the world, from Africa to North America to the islands of New 
Zealand, prehistoric people left numerous petroglyphs, which are carved or 
scratched signs or simple figures on rock. Many of the petroglyphs are 
pictographs, and some may be ideographs, or symbols to represent ideas or 
concepts. 
There were many simple drawings commonly recognized and used to represent certain 
things; this is how symbols were born. 
2.1.1 Semiotics 
Semiotics is also called semiotic studies, and its most basic definition is “the 
study of signs” (Chandler, 2007, p.2). Semiotics also has other definitions. In Daniel 
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Chandler‟s book Semiotics: The Basics, Chandler says that one of the broadest 
definitions of semiotics is from Umberto Eco, who was “an Italian novelist, literary, critic, 
philosopher, semiotician, and university professor” (p.228) Eco (1976) stated that 
“semiotics is concerned with everything that can be taken as a sign” (p.7). Modern 
semioticians like Eco study signs not as single object but as part of the whole set of 
“sign-systems (such as a medium or genre)” (Chandler, 2007, p.2). 
Semiotics is divided into many kinds of branches, such as cognitive semiotics, 
“the study of applying methods and theories from semiotics, linguistics, psychology, 
cognitive science, computational modeling, anthropology, philosophy, and other sciences” 
(Locke, 1704, p.5). Computational semiotics is the computational treatment of sign 
systems. This involves both semiotics as a theory and semiotics as an engineering design 
guide (Locke, 1704). In his book A Theory of Computer Semiotics, Peter Bogh Anderson 
compared “the designer of a computer system to a playwright who first sketches a plot 
and only later fills in reactions to each element” (2005, p.17). Anderson‟s idea is based 
on the “view that semiotics is now so refined that it can be adapted in programming.” 
Cultural and literacy semiotics examines “the visual media, the mass media, and 
advertising in the work of writers” (Culler, 1983, p.17). Cybersemiotics “is a vision of 
how to integrate truth and meaning as well as the empirical and the experiential aspects 
of knowing in one pragmatic and semiotic view of the collective production of 
knowledge” (Brier, 2012). Design semiotics or product semiotics “deals mainly with the 
correct way to design artifacts so that they are easy to use and to understand” (Rawson, 
2002, p50). 
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The theories from Swiss linguist Ferdinand de Saussure and the American 
philosopher Charles Sanders Peirce form what we know as semiotics. Saussure (1986) 
called it “semiology,” “which studies the role of signs as part of social life. It would form 
part of social psychology, and hence of general psychology” (pp. 15-16). Peirce (1931) 
stated that “logic, in its general sense, is …only another name for semiotic, the quasi-
necessary, or formal, doctrine of signs.” (p.58) The study of semiotics has important 
practical significance. Every object has an embedded meaning. Every one of us is 
constantly unconsciously interpreting the meaning of signs around them. 
2.1.2 Well-known Symbols in History 
Many symbols were created during the development of human history but most of 
them disappeared somehow at some point. For example, from the Egyptian paintings we 
can easily find many symbolic elements and they have an “implied value, [and are] a 
mediator between recognizable reality and the mystical, invisible realm of religion, 
philosophy, and magic, extending from the consciously understandable into the field of 
the unconscious” (Frutiger, 1989, pp. 235-236). Nowadays, there are still some symbols 
being used by different groups worldwide, such as the following five symbols: 
2.1.2.1 Christian Fish 
 
Figure 2.1 Christian Fish 
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The fish symbol appears frequently in the Bible and has a deep connection to 
Christians. Christians used fish symbols from a very early time and kept using it during 
the first three centuries after Christ. At that time, a Christian could be persecuted for their 
Christian beliefs. Proclaiming one‟s identity as Christian was dangerous. For a Christian 
to identify other followers of Jesus, one person could draw a curved line which represents 
one half body of a fish and another person could complete the rest of the fish symbol, as 
in Figure 2.1 (Thomassen, Bull, Lied, & Turner, 2012). 
2.1.2.2 The Peace Symbol 
 
Figure 2.2 The Peace Symbol 
There are many symbols that represent peace in various cultures and contexts 
throughout history. One of the most commonly recognized examples is the dove with an 
olive branch and the “V” shaped hand signal. Another example of a peace symbol that is 
famous worldwide has a look, which combines a circle, a vertical line, and downward 
sloping lines, as shown in Figure 2.2 (Cohen, 1991). 
The Peace Symbol was believed to be designed by British professional designer 
and artist Gerald Herbert Holtom in 1958. Originally, this symbol was the logo of the 
British Campaign for Nuclear Disarmament (CND). It later became a popular 
international peace symbol and was adopted by anti-war and counterculture activists in 
the United States and elsewhere (Cohen, 1991). 
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2.1.2.3 Hammer and Sickle 
 
Figure 2.3 Hammer and Sickle 
The former USSR (The Union of Soviet Socialist Republics) used a hammer and 
sickle symbol since 1917, where the hammer represents the proletariat and the sickle is a 
traditionally a symbol for the peasantry (Figure 2.3). The combination of these two 
symbols represents the unity of workers and peasants. Even after the collapse of Soviet 
Union, the hammer and sickle motif has endured as a universal symbol of communism. 
There are several other socialist countries are using the hammer and sickle symbol. For 
instance, the Chinese Communist Party has the symbol of hammer and sickle on their 
flag. The handle of the sickle of Chinese Communist Party is shorter and rounder in 
comparison to that of the USSR. Vietnam's Communist Party puts the hammer and sickle 
in the center of their flag. North Korea also applies a hammer and sickle symbol on the 
Workers Party flag. However, they also add a brush symbol, which represents the 
intellectuals. 
Interestingly, in some countries the hammer and sickle symbol is illegal, such as, 
Hungary, Poland, Ukraine, Latvia, and Indonesia (Kertzer, 1996). Many of them have 
laws that clearly state that a hammer and sickle symbol stands for “totalitarian and evil 
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ideology." A publicly displayed sickle and hammer, as a symbol of communism (and 
other signs, such as a Red Star), is considered a criminal offense. 
2.1.2.4 Yin Yang Symbol 
 
Figure 2.4 Yin Yang Symbol 
“The wisdom of the I-Ching, whose origin lies in the distant era of the third 
millennium B.C. According to tradition, it was the Emperor Fu-hsi who established a 
system of signs to record orally transmitted wisdom” (Frutiger,1989, p. 58). The Yin 
Yang symbol, coming from Taoist philosophy, has had a far-reaching influence in human 
culture. Its meanings contain the wisdom of Chinese ancient philosophers. The 
fundamental essence of the Eastern view of life is that “the world is constantly changing 
and full of contradictions” (Nisbett, 2011, p. 13). Yin and Yang represent two sides of the 
universe, opposite each other. Yang represents the positive, masculine, and active side; 
whereas Yin represents the negative, feminine, and passive side. 
The first meaning of the Yin Yang symbol is that Yin and Yang cannot exist 
independently without each other. They only exist because of each other. They exist 
because of their opposite side and inside of each other. The other meaning of Yin Yang is 
that both of them are energies and they have a mutual conversion between them. The 
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universe is full of Yin Yang energy and without such energy, there no life would exist in 
the universe. 
From the appearance of the Yin Yang symbol, we see the black swirl has a white 
dot and the white swirl has a black dot. “The truest yang is the yang that is in the yin” 
(Nisbett, p.14). The Yin Yang symbol expresses the relationship that “exists between 
opposing but interpenetrating forces that may complete one another, make each 
comprehensible, or create the conditions for altering one into the other” (Nisbett, p.14). 
2.1.2.5 The Red Cross 
 
Figure 2.5 The Red Cross 
The Red Cross symbol is a worldwide famous symbol that has been used by many 
medical organizations such as hospitals, clinics, and ambulance services. The symbol is a 
red cross on a white background. Sometimes a white cross on a green background is also 
used for medical services. The Red Cross was designed by Swiss General Henri Dunant 
in 1863 (ICRC) during the War of Italian Unification. 
Initially, the Red Cross symbol was only used by three countries, Turkey, Persia, 
and Egypt. The symbol achieved tremendous success due to the International Red Cross 
and Red Crescent Movement. The movement was initiated in 1919 and Henry Dunant 
and Gustave Moynier founded the original International Committee of the Red Cross in 
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Geneva, Switzerland in 1963.  The committee currently has more than 97 million 
volunteers, members, and staff worldwide. The Red Cross symbol is used by 151 
National Societies and is also one of the most influential symbol designs in the world. 
There are also other 32 National Societies that use the Red Crescent symbol. rather than a 
cross symbol (ICRC). 
2.2 Cultural Differences 
Huer (2000) conducted a study on graphic symbol design preference of different 
ethnic groups.  The primary goal of the clinical practice in augmentative and alternative 
communication (AAC) is to offer effective method to make an AAC user‟s 
communication successful (Huer, 2000). The AAC practitioners noticed in order to fulfill 
consumers‟ needs, understanding the relationship between language and culture is very 
important. 
Huer (2000) conducted a research survey. There were 147 participants from the 
Los Angeles area, with ages between 30 and 64. Sixty (41%) of them were male and 
eighty-seven (59%) of them were female. Fifty-three (36%) of them had a high school 
degree, fifty-three (36%) of them had completed a 4-year college or university program, 
and twenty-six (18%) of them had attended graduate school. The remaining participants 
didn‟t have education information available. The participants came from four ethnic 
groups, European American, African American, Chinese, and Mexican. Three symbol 
sets were studied in this research, including picture communication system (PCS), 
DynaSyms, and Blissymbols.  The word corpuses were also translated into Mexican 
Spanish and Mandarin Chinese. 
11 
 
The research data shows the mean numbers of the three symbol sets. PCS had the 
highest translucency ratings of 5.56, which indicated that all participants had the 
strongest relationship to their associated symbols. Blissymbols had the least translucent 
symbol set with a mean value of 1.85. (Huer, 2000) The results of this investigation show 
that culture and ethnicity “had an impact on the translucency ratings assigned to symbols 
in three graphic symbol sets by participants in four groups” (Huer 2000, p. 183). This 
indicates that people from different cultural and language backgrounds do not 
comprehend graphic symbols in the same way. In previous research (Huer, 2000) found 
that the receptor‟s cultural background and ethnicity impacted the receptor‟s perception 
of graphic symbol. Such influences of cultural and ethnic variables can be used to 
improve the effectiveness of a business promotion strategy. However, a quantitative 
study of the impacts of these variables on the acceptance of business trademarks has not 
been widely investigated. A quick evaluation tool, which can be used to assess the 
effectiveness of certain forms of symbols in different ethnic groups, can assist in a 
business promotion strategy that helps designers to meet customers‟ need. 
Another study by Choong and Salvendy (1998) focused on how the cultural 
differences influence American and Chinese users‟ cognitive ability of icon designs. The 
goal of the research was to offer suggestions for software developers who might have 
potential Chinese consumers. Choong and Salvendy (1998) used three modes of icon 
displays in their study. There were icons with alphanumeric elements, icons with pictorial 
elements only, and combined modes with both elements. There were 60 participants, 30 
Americans and 30 Chinese. During the study, they noticed several interesting findings. 
For example, they found that Americans tend to be more fluent both verbally and 
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ideationally, but Chinese showed better performance on the non-verbal test. (Choong & 
Salvendy, 1998) This difference may come from the different education methods in both 
America and China. The two different languages also play important roles. After 
analyzing the results of the research, they concluded that a combined presentation mode 
is better than alphanumeric elements only and pictorial elements only, when designing 
GUIs, because both American and Chinese participant groups showed better performance 
on recognizing the combined presentation mode. 
2.2.1 Linguistic Differences 
The differences between Eastern and Western culture have been researched from 
various self and social behavior perspectives. Schmitt, Pan, and Tavassoli discussed “the 
face saving culture” (Ho, 1972, p32), sense of time (Hall, 1976), and “individualism-
collectivism” (Hofstede, 1980). Meanwhile, the influence of cultural difference from the 
branding and advertisements perspective, such as brand name, brand loyalty, gift giving 
and receiving, and consumers‟ satisfaction, is also apparent (Schmitt, Pan and Tavassoli, 
1994). Previous studies show that consumers from different cultural background have 
different evaluation results of the contents of specific ads (Tan & Farley, 1987). 
The nature of the linguistic sign is interlinked between different languages: “a 
linguistics sign is not a link between a thing and a name, but between a concept and a 
sound pattern.” (Saussure, p. 66). A sound pattern is different from a sound. A sound 
pattern is people‟s psychological impression of a sound, comparing sound pattern with 
another element associated with it in a linguistic sign, the other element means the 
concept.  
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The linguistic differences of different languages also have influences on symbol 
designs. For example, Chinese language is based on ideographic writing systems. 
However, Western languages like English are based on phonetic system. This will affect 
the Chinese and non-Chinese‟s perception of symbols. Language is the most important 
part of a culture, people use language to communicate their thoughts and form ideas. The 
difference between languages also has influence on mental representations. When 
communicating an idea to a friend, Chinese people tend to be very implicit, especially 
when rejecting something from someone (Schmitt, Pan and Tavassoli, 1994). Words are 
carefully selected to avoid hurting others‟ feelings. Western languages like English are 
more direct in comparison to Chinese. Showing people‟s true feelings is generally more 
important than others‟ feelings. Schmitt, Pan and Tavassoli studied the impact of 
linguistic differences between Chinses and English to provide a framework for examining 
“how structural differences between ideographic and alphabetic languages may influence 
mental representations and impact consumer memory.” (Schmitt, Pan and Tavassoli, 
p.158) In their study, the authors conducted a survey of sixty Chinese students from 
Beijing and fifty-nine US students from Chicago. There are three sets of designs, 
including Chinese vs. English, auditory presentation mode vs. visual presentation mode, 
spoken memory mode vs. written for recall memory mode.  Both group members are 
native speakers and cannot speak any other languages at all. The authors found that 
“language is at the core of a culture. It is central to communication and closely related to 
thought.” (Schmitt, Pan, and Tavassoli, p.420). “Sixteen brand names were randomly 
paired for each subject with 16 common consumer products.” (Schmitt, Pan, and 
Tavassoli, p.424) All of them are very common brands that can be found in both United 
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States and China. The authors designed auditory-presentation-mode and visual-
presentation-mode. In the auditory-presentation mode, participants listened to the 
recording of product categories and sixteen brand names. In the visual-presentation mode, 
participants were shown the brand names written on index cards. After these two modes 
were finished, the spoken recall condition and written-recall condition tests were 
conducted. During the spoken recall condition, participants were asked to recall as many 
brand names as they could in two minutes. During the written-recall condition, 
participants were assigned to write down all the brand names they could recall in two 
minutes. The study indicates that “Chinese consumers are more likely to recall 
information when the visual memory rather than phonological memory trace is accessed" 
(Schmitt, Pan, and Tavassoli, p. 428). On the contrary, English native speakers are more 
likely to recollect the information when the phonological trace is accessed compared to 
the visual trace. The suggestion to marketers is to strengthen the natural trend of 
“Chinese consumers to rely on visual representations and English-speaking consumers' 
natural tendency to rely on phonological representations” (Schmitt, Pan, and Tavassoli, p. 
428). The validity of the conclusions of this study is limited by choice of dependent 
variables, due to some brand names that were not very meaningful. 
2.2.2 Chinese Pictographic Script 
“The Chinese script looks back to very early symbolic expressions and objects” 
(Frutiger, 1989, p. 137). In the book, Signs and Symbols Their Design and Meaning, 
Frutiger gave an example about Chinese script, in ancient time of China, where an exile 
received a ring as a sign of return and reconciliation. “The old, round ring sign was 
turned into a square through the use of the writing brush and the sign still means „return‟” 
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(Frutiger, 1989, p. 137). In China, there are many kinds of dialects, and because of this it 
is easier to use gestures to communicate than language speaking. It also affects the 
development of Chinese writing, which comprises tens of thousands of signs. The 
monosyllabic language is also the reason why Chinese have so many characters. For 
example, the syllable “mei” may mean beautiful, younger sister, disappear, rose, eyebrow, 
coal, berry, and so on. Chinese writing is hard to reduce to a simple syllabic or phonetic 
letters because each letter contains a meaning and it is distinguished and understood by 
readers (Frutiger, 1989). 
2.2.3 Chinese Culture Influence 
2.2.3.1 Confucianism 
The Philosopher Confucius lived from 551 to 479 B.C. (Nisbett, 2003). His 
teachings form the system of Confucianism, which has had a profound influence on 
Chinese society and social structure for the past 2,000 years. It is also a roadblock to 
some Western philosophy when addressing on Chinese American with traditional values 
(Huang & Charter). Confucianism played an important role in China‟s feudal society. 
Many Chinese feudal rulers regarded Confucianism as orthodoxy ideology. Confucianism 
emphasizes the importance of education and economic well-being. Family interests 
higher than individual‟s interest. Family as a small unit for the society, the family‟s 
happiness results in a stable society (Nisbett, 2003). Furthermore, Confucianism 
emphasizes the human specialization, human moral development, and human compassion. 
From this perspective, a good leader should have good personalities like moral integrity, 
benevolent, and intelligent. In this way, it will achieve rapid development of the society. 
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Even though Confucianism is from ancient China, the idea of the Confucianism is still 
useful for modern society (Nisbett, 2003). 
Inspired by Chen et al.‟s study, which indicated that personality disorders are very 
rare in China, regardless of the fact that the psychosis and neurosis ratios in China are 
same as other countries in the world (Wang et al., 2013), Huang and Charter (1996) think 
this can be explained by the influence of Confucianism. The purpose of this study is to 
identify the theoretical factors that help to form the basis of Chinese character 
development. 
The Chinese culture developed from ancient Chinese philosophies such as 
Confucianism and Daoism, imported philosophies, such as Buddhism and Communism, 
and has been significantly influenced by the rapid economy and technology development 
in last decades. The mainstream of Chinese culture is still Confucianism and it forms the 
traditional Chinese family and society structure. 
Comparing Chinese culture to Western culture, these two cultures share many 
similarities and they are also different from each other. These similarities and differences 
will affect customers‟ choices or preference of symbols. For example, both cultures 
appreciate hard work, patriotism, respect education and technology, and business and 
financial activities are an important part of people‟s life. However, Chinese people think 
it is the individual‟s responsibility to take care of parents and elders, while Westerners 
think it is the government‟s responsibility to take care of the elders. Compared to 
Western society, religious activities take a very small part in Chinese people‟s life. For 
Chinese people the interest of the group is always above interest of the individual. 
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Confucianism emphasizes the importance of economic well-being and education. The 
individual‟s achievement is not just beneficial for himself, but also good for the whole 
family. For example, in ancient time of China, if a young man became a magistrate, his 
whole family benefited economically from his achievement. 
2.2.3.2 Taoism 
Taoism draws on and transforms folk beliefs, local deities, and deep philosophical 
foundations. The philosophy of Taoism emerged sometime during the Spring and 
Autumn or Warring States periods (770-221 BC), a time of intense conflict and political 
instability, but also a time of profound intellectual creativity (Kohn, 2000). Taoism 
celebrates the “oneness” of all nature and advocates a natural course of action, or even 
inaction. It is one of China‟s indigenous belief systems with roots in animism and nature 
worship. Today, more than 2,000 years since its emergence, it continues to flourish. As 
religious Taoism took root and spread in China, Laozi (or called as Lao-Tzu) was revered 
both as Daoism‟s founder and as one of the most important of many deities and 
immortals in the Taoist pantheon. 
Taoism‟s founder, Laozi which means “Old Master,” is a legendary figure. There 
are no contemporary records of his life. Many scholars think the Daodejing or The 
Classic of the Way and Virtue is the work of several writers dating anywhere from the 
6th century to the 3rd century BC. In later centuries, Laozi became one of the central 
deities of religious Taoism. 
Taoism celebrates the Way or the Dao, which is both indescribable with no form 
or substance, but is also the force or the energy behind all things. The Way means people 
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should follow their own duties strictly; if something is beyond their duties, they don‟t 
have the responsibility to take care of it. Later, this idea evolved into the Taoist beliefs, 
the concept of “inaction” is the fundamental idea of Taoism. 
In some ways, Confucianism is connected to Taoism and they are blended 
smoothly with each other. The yin yang is also part of Confucian philosophy. However, 
Taoists believe that the idea of “inaction” come from the understanding the nature‟s 
operation systems and it is the very important component of the development of human 
society. Taoist writings often celebrate nature, for example, praising water because it 
benefits all creatures. Confucianism stress the importance of family, education, and 
economic advancement (Nisbett, 2003). Huang and Charter summarize the characteristics 
of Chinese as follow:  
In general, Chinese behavior is motivated by moral and social considerations. 
Whereas American values focus on autonomy, independence, and worldly success, 
Chinese virtues focus on ancestral veneration, respect for authorities, and duty to the 
group. Therefore, Chinese conduct is judged primarily in terms of its influence on the 
group. 
In contemporary China, the knowledge from Confucianism and Taoism still can 
be applied in different situations. For example, when a person is successful in his career, 
then it is time to be a Confucianism: to be humble and think about the interests of family 
and society. When a person encounters failure, being a Taoist can help him think positive 
and have peace in mind (Nisbett, 2003). 
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In Chinese traditional paintings, the influence of Confucianism and Taoism are 
common to see. For example, Chinese traditional drawings that contain human who are 
woodcutters and fishermen, are typical influenced by Taoism (Nisbett, 2003). When 
relating Chinese philosophy to the graphic design field, for Eastern designers, our design 
inspirations often come from the environment around us, such as the different seasons in 
nature. Both design and Chinese philosophies are extremely effective when applied to life. 
For example, “Taoism is not about making our life happy, but rather helping to 
understand the meaning and purpose of life. Design is not about making our life pretty 
but about solving problems and changing lives” (Chen, 2011). Chinese philosophies and 
graphic design share the same belief, especially when comparing design to Taoism, both 
of them have similar ideas on humanity and nature. Taoism emphases the idea of 
harmony, and showing the concept from Yin and Yang. 
Yin and Yang, the manifestation of Dao in the world. They mutually produce 
each other as polarities that are part of the fabric of existence. Yin and Yang bring a 
dynamic balance of forces of movement and rest, activity and passivity, so that the 
balance point returns to center. This idea of harmony and unity perfectly connect to the 
unity come from the design principles. However, the concept of unity in Taoism covers 
much wider than the "unity" in graphic design principles. Yin and yang, in turn, weave 
together and interrelate to create the design of possibilities. They bring dynamic balance 
of forces of movement and rest, activity and passivity, so that is the way to keep the 
balance of a design work. (Chen, 2011) 
The Chinese philosophies do not just the influence Chinese people‟s way of 
thinking and behavior patterns, they also connect to the design world. Seeing the 
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relationship between human and nature can help designers learn the harmony between 
them. In this way, it will be easier to help designers apply the design thinking more 
effectively into design works. 
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CHAPTER 3 CASE STUDY OF ANIMAL OBJECTS 
3.1 Introduction 
Animals‟ symbolic attributes make them great subjects for artistic representation. 
“They have been used by artists as a decorative motif, to represent the real place of 
animals in society, and also symbolically—to symbolize the same qualities that they 
represent elsewhere in the culture” (DeMello, 2012, p. 286). In medieval art, animals 
usually appeared on jewelry and religious texts like the Bible and paintings. In ancient 
China, it is common to see animal sculptures appear in public places such as parks and 
temples. Chinese people also like to use animal elements, such as the dragon, lion, and 
snake, in architecture. The Japanese also have been using animal elements in artwork for 
centuries. For example, in many ancient Japanese arts, they have the patterns of eagles 
and hawks to represent strength and power. In modern Japanese society, people still keep 
the tradition of using one thousand paper origami cranes to bring good luck for ill people. 
(DeMello, 2012) 
Throughout human history, cultures from different places of the world have the 
traditions of using animals as symbols. DeMello (2012) describes “symbols are things to 
which people give meaning, things that stand for, or represent, something else” (p. 287). 
Depending on the cultural context, different animals will have different meanings. In 
many myths and tales, people give animals characteristics that we see in ourselves. It is 
interesting that animals are like humans in some ways. However, animals are also unlike 
us. Because of this, the connection between human and animals is possible. According to 
DeMello (2012), “we bestialize people (who we call bitches, cows, or foxes, or, in the 
case of whole groups of people, beasts or vermin) and humanize animals (what we 
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anthropomorphize).” (p. 287). Both Western and Eastern cultures have a zodiac. Zodiac 
means circle of little animals in Greek (DeMello, 2012). The difference is that the 
Western zodiac is about constellations; however, in Eastern culture, the Chinese zodiac 
has twelve animals. It relates to the year in which a person was born. Chinese people 
usually use the animal of that year to describe the person‟s personality. Thus, a person 
who was born in the year of the goat is thought to be amicable, persevering, gentle, and 
frank. According to the Chinese zodiac, people who are born in the year of horse are 
thought to be energetic, optimistic, upright, and free-spirited. Japan was also influenced 
by Chinese culture until the ninth century, and uses the same zodiac as the Chinese 
(DeMello, 2012). 
In this study three objects are selected, including the dragon, fish, and monkey. 
These three subjects are being used to represent some cultural meanings in both Western 
and Eastern cultures. About 100 symbols from each animal were collected to observe 
how each animal has been used in businesses.  Some meanings are similar and others are 
very different. By researching the cultural meanings behind these three objects, it could 
help people to understand how they have been utilized in symbol designs and to develop 
guidelines for designers when they are creating symbol designs for customers from 
different cultural backgrounds. 
3.1.1 Dragon 
3.1.1.1 Dragon Images in China 
The ancient Chinese Dragons represent the cosmic Qi, which means energy in 
English. Qi is the common concept in Daoism and traditional Chinese medical science. 
Human and other creatures in this world all have the energy or live force, it also known 
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as Qi. In Chinese language, dragon is called “Long”. It represents the meanings of good 
fortune, majesty, magic, and spirituality.  
In China's feudal society, the dragon symbolizes the Emperor. It was also used to 
refer to the supreme imperial powers. The emperor‟s children are called the offspring of 
the dragon.  The emperor‟s clothes are called dragon robes. The palace where the 
emperor lived is called the dragon palace. Since ancient times, the Emperor of China was 
known as the Son of Heaven, emphasizing his role as a link between the supernatural and 
human worlds. In the Qing Dynasty, the Emperor wore a silk robe that incorporated 
symbols such as the two horned, five-clawed dragons, traditionally used only by the 
emperor, to acknowledge his special status. 
The moon pattern from the dragon robe is a symbol of Heaven, emphasizing that 
the emperor is in harmony with Heaven. The Jade Rabbit lives in the moon and pounds 
the elixir of immortality, representing a hope for long life. A constellation pattern also 
emphasizes that the emperor is in harmony with Heaven and references the cosmic 
universe which is personified by the emperor. The symbol of a mountain represents 
stability and the emperor‟s command over all things on Earth. A character represents two 
animals back to back and symbolizes collaboration and ability to distinguish right from 
wrong. Bronze ritual goblets symbolized imperial loyalty and filial piety. Another two 
animals are a tiger or lion, that means physical strength and courage, and a monkey 
means cleverness and intelligence. Waterweed or seaweed represents purity and is a 
symbol of the emperor‟s leadership. Flames represent intellectual brilliance. Grain 
symbolizes the emperor‟s ability to feed his people, as well as prosperity and fertility. 
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The dragon is the most auspicious symbol in China, evoking both the sea and sky 
as well as power, adaptability, and transformation. Dragons also symbolize the emperor‟s 
command over all things on Earth. The five-clawed dragon represents imperial power. 
The phoenix or red bird from the dragon robe evokes all the birds of the world and also 
symbolizes the emperor‟s command over the natural world. In ancient times at Chinese 
traditional weddings, people liked to use a mix of patterns of dragon and phoenix 
together to show the idea of Yin-Yang harmony and blessing to the marriage. 
The zodiac story of dragon showed a very different perspective of dragon. The 
story said that dragons lived on land and had no horn in ancient time. Dragon was very 
strong and healthy. However, dragon and tiger were rivals and fought with each other 
which cause many troubles. The Jade Emperor from heaven invites them to his palace in 
order to judge who is stronger. Dragon really appreciated this opportunity and wanted to 
make himself look better than tiger. One of dragon‟s friend centipede told dragon to 
borrow a beautiful horn from rooster. Rooster did not want to lend the horn to dragon. 
Dragon promised rooster, if I don’t return it back to you, I will lose the ability to live on 
land.” As dragon’s friend, centipede also promised rooster, if my friend doesn’t return 
your horn, you can eat me whenever you want. 
After seeing the competition between dragon and tiger, the Jade Emperor thought 
both of them are very strong and powerful. He let the tiger to become the king of the land 
and dragon became the king of the sea. After that time, dragon decided to keep rooster‟s 
horn. He swam into sea and never showed up again. Rooster was so angry about dragon. 
He found centipede and try to eat him. This is the reason why centipede always hides in 
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the gap of rocks. Every morning rooster crowing and looking forward to seeing dragon 
return the horn. 
Chinese Dragon is the only mythological animal from the Chinese zodiac. Even 
though it does not exist in real life, but its appearance is a combination of existing 
animals. For instance, many scholars agree the idea that Long‟s appearance comes from 
Chinese alligator, snake and lizard. When using dragon for ancient royal and some 
celebration events, the color is always yellow and golden. Dragon conveys the idea of 
auspicious powers, divine and mysterious in the Chinese myths. Not only it can fly in sky 
and hide in the clouds, but also it can live undersea. They are protecting the creatures in 
ocean. From some tales, we know that the dragon is the ruler of the sea. It conveys the 
meaning of abundance and freedom. To Chinese people dragon is a powerful deity. Even 
though it doesn‟t exist, Chinese people like using imaginations to create various stories 
about dragon. It is an important part of Chinese culture. 
In modern society, because of the positive symbolic meaning of dragon, its 
pattern is applied into graphic symbol designs and used in various business occasions. It 
stands for high achievement, success, and prosperity. For example, the following two 
symbols are the logos from two Chinese food companies. The Figure 3.3 is the logo of a 
fruit company and it called “Yong Chang”. The character “Yong” has the meaning of 
forever and everlasting. The character “Chang” means prosperity. The Figure 3.4 is from 
a Chinese commercial enterprise focused on the retail sale of health and nutrition related 
products, including diet, vitamins and supplements. They use the dragon as the 
company‟s logo is because dragon has eternal life. This gives the Chinese consumers the 
idea of longevity and healthy. There are some similarities between these two symbols. 
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For example, both of them have curved and round. The Yong Chang symbol also adds a 
Chinese calligraphy brush stroke. The lower right part of the design looks like the head of 
phoenix. The combination of dragon and phoenix makes this symbol a unique feature of 
Chinese dragon symbols. 
 
Figure 3.1 Logo for Chinese company Yong Chang 
 
Figure 3.2 Logo for Chinese company 
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Figure 3.3 Categories of Chinese dragon symbols as logos 
The pie chart in Figure 3.5 shows different categories of the Chinese dragon 
symbols. There are 35 (35%) symbols among 100 symbols belong to “company logo” 
category. Because the symbolic meaning of Chinese dragon is very positive, symbolizing 
power, strength, and good luck, the dragon has become very popular in modern Chinese 
society and is widely used by various Chinese companies. For example, the following 
three examples are trademarks from three different companies. The one on the left is the 
trademark from the company “Baolong Lough Homestead.” The main customers are 
people who have high incomes and are looking for a residence that not only has a nice 
living condition but also the surrounding environment should be cozy and safe. The logo 
in the middle is from a Chinese jewelry company. The design combines dragon shape 
with Chinese jade, which is a kind of stone that is very precious. Similar to the dragon, 
jade also represents many good meanings, for instance, wisdom, benevolence, 
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righteousness, bravery, cleanliness, and honesty (Rawson, 2002). As a jewelry company, 
applying a dragon and jade in their trade is a very clear idea and it may appeal to many 
Chinese customers to buy their products. The logo on the right is from a Chinese tea 
company. The logo showing here is called “Shuang Long Xi Zhu”, which means two 
dragons are playing with a pearl. The symbolic meanings are people‟s strong desire for 
living a happy and rich life and it also has the meaning of good luck. It is very common 
to see a dragon pattern in tea company logo designs. 
 
Figure 3.4 Baolong Lough Homestead (Interstate Removalists) 
 
Figure 3.5 Chinese jewelry company logo (Siegel, S. 2016) 
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Figure 3.6 Chinese tea company logo (Teamotea) 
The one hundred Chinese dragon symbols selected were categorized into two 
categories. The “simplified” category including symbols that the forms are simple and 
clean. The “gesture brush” including the dragon symbols with Chinese calligraphy 
elements, this is unique feature for Chinese style dragon design. 
Table 3.1 Selected Chinese style dragon symbols 
 
3.1.1.2 Dragons in European Culture 
There are numerous tales about dragons in European mythology. The word 
“dragon” came from two separate Greek words. One word means “a huge serpent or 
snake” and the other means “I see clearly”. The appearance of European dragons usually 
includes wings and it is usually depicted as malevolent and evil (Cohen, 1991). 
30 
 
The appearance features of European dragons are that they have bat-like wings 
and long and muscular bodies. The European dragons are typically depicted as fire-
breathing and lizard-like creatures. Their tails have sickle-shapes end and it is prehensile. 
What‟s more, in most cases the European dragons are portrayed as evil creatures. 
 
Figure 3.7 Categories of Non-Chinese dragon symbols as logos 
From this Non-Chinese Dragon Symbol pie chart, we see that there are 36 (36 %) 
of the non-Chinese dragon symbols are from tattoo design. 23% of them are dragon 
symbols that their functions cannot be identified. Similar to Chinese culture, dragon 
symbols are pretty popular in business companies. For example, some logos are from a 
motorcycle club, museum, school, sport activity, restaurant, brewing company, video 
game, and coffee shops. 
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Figure 3.8 Non-Chinese dragon symbols used by companies 
(Horse & dragon brewing company) 
The one hundred Western dragon symbols selected were categorized into two 
categories. The “simplified” category including symbols that the forms are simple and 
clean. The “illustrated” category including the dragon symbols with fine details, Western 
dragon elements such as sickle shape tails. 
Table 3.2 Selected non-Chinese style dragon symbols 
 
3.1.2 Fish 
3.1.2.1 Fish Images in China 
Comparing the fish in Asian countries to Western countries, there is something 
very different use of fish images. Margo DeMello mentioned in her book, “Ornamental 
fish, another wild but easily kept and controlled wild animals, were also kept as pets—
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most prominently in Japan and China—where the keeping of pet fish probably originated 
as early as the seventh century” (DeMello, p. 151). This shows that fish played an 
important role in Asian countries cultures from very early time. 
It is interesting to know that there are certain kinds of fishes that both Chinese and 
Japanese people like to depict, such as, koi, goldfish. They are usually kept for decorative 
purposes in indoor fishponds or outdoor water gardens. Koi is also known as the “good 
fortune fish,” “Feng-shui Fish,” and “the king of ornamental fish.” Because of its 
gorgeous colors, which look like a peony growing in water, Chinese also like to call it 
“noble fish.” It not just symbolizes the idea of peace and friendship, but also gives people 
the joy of beauty. In China, koi is considered as a high-quality ornamental fish, which has 
the symbolic meaning of wealth, good luck, health, and happiness. 
The goldfish also has symbolic meanings like tranquility, wisdom, and long life. 
It is very popular in countries like China and Japan. “As fish were so plentiful in China, 
and formed an important part of the staple diet, the Chinese word yu, meaning both „fish‟ 
and „great wealth‟, became synonymous with material prosperity. In the Chinese tradition 
of feng-shui the keeping of goldfish is similarly believed to attract wealth” (Beer, 5). 
The two following logos are Chinese style fish symbol designs, and the symbol on 
the left is two goldfishes swimming around a Chinese character. The meaning of the 
character is blessing of marriage. The one on the right is also a goldfish with a sun 
symbol and the shape of the sun edge is similar to the brush strokes. The goldfish around 
the sun, it also represents the meaning of good luck. 
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Figure 3.9 Chinese fish symbols used by companies (Mei & Ushi) 
 
Figure 3.10 Categories of Chinese fish symbols as logos 
One hundred Chinese style fish symbols were selected, and most of them were 
found by key words searching.  Because Chinese fish have many positive symbolic 
meanings, such as good fortune and long life, it is very common to see fish shape appears 
in company logos. 54% of them are from business logos, however for some of them the 
specific business functions are not easy to be identified. Similar to dragon symbols, 
34 
 
symbols with fish elements are also popular for use in different kinds of companies. For 
instance, by keywords searching, we found logos from restaurants, food companies, baby 
products companies, various clubs, a fishing club, and a drawing competition. 
 
Figure 3.11 Chinese fish symbols used by companies (Trademarkia) 
The one hundred Chinese fish symbols selected were categorized into two 
categories. The “simplified” category including symbols that the forms are simple and 
clean, there is one has Yin Yang element in it. The “gesture brush” category including the 
fish symbols with Chinese calligraphy elements. 
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Table 3.3 Selected Chinese style fish symbols 
 
3.1.2.2 Fish in Other Cultures 
The Capricorn Constellation, also called the Sea-Goat or Goat-Fish, is a creature 
has a goat head and body, with a fish tail (Rey, 1976). Like other constellations of the 
zodiac, Capricorn was “first catalogued by the Greek astronomer Ptolemy in the 2nd 
century. The story of Capricorn is about a sea-goat Pricus who is known as the father of 
the race of sea-goats. He is known as wise and reputable and lived in the sea near the 
shore.  He can speak and think like a human and has very good relationship with god. 
Pricus lost all of his children and missed them very much. In order to bring his children 
back, he used his ability to reverse time. He is the only one who knows how to become 
sea-goat. No matter how many times he tried to reverse the time, his children still cannot 
become sea-goat as he was. Eventually, Pricus realizes that he does not have the ability to 
control the destiny of his children. He accepts the fact that he is the only sea-goat existing 
in the world. He begs Chronos to let him die, because he cannot bear the truth of being 
the only sea-goat left. However, Chronos allows him to live immortally in the sky, as the 
constellation Capricorn. At the end of the story, he can stay in the sky all the time and his 
children can see him even from the highest mountaintops (Rey, 1976). In other religions, 
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fish also play an important role. In Hinduism, the god Vishnu was incarnated as a fish. 
(DeMello, 2012) 
By searching keywords “fish symbol designs for restaurant,” the following three 
symbols are shown. All of them are fish symbols associated with a restaurant and similar 
elements are included in each of them. For example, kitchen utensils such as forks, 
knives, spoons are represented as fish bones. For these examples, the fish species are not 
clear, but basically they are species that are edible and common on the fish market. 
 
Figure 3.12 Non-Chinese fish symbols used by companies (iBrandstudio) 
While doing the research, some of the fish species are commonly used by non-
Chinese graphic designers were found to be sharks and whales. The examples shown here 
are two symbols of a shark. The one on the left is the trademark from an energy drink 
company. The one on the right is a typical shark symbol design. 
 
Figure 3.13 Non-Chinese fish symbols used by companies (Seeklogo) 
37 
 
The design of whale symbols is different from shark symbols. It is common to see 
the design only has the tail of a whales, sometimes with water waves. But it is still clear 
for viewers to recognize the object. 
 
Figure 3.14 whale logos (ClipartFest) 
 
Figure 3.15 Categories of non-Chinese fish symbols as logos 
From the pie chart of non-Chinese fish symbol, seven categories were being 
divided and they are “restaurant logo”, “business logo”, “shark logo”, “food products 
logo”, “whale symbol”, “fishing club logo” and “other”. The “business logo” category 
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includes existing logos that contains fish design elements. The “restaurant logo” and 
“food products logo” categories include fish elements and in these designs fish was 
considered as food products. It is also very common to see whale as an element in symbol 
designs, this is very different from Asian cultures, which goldfish is more popular to see 
in the designing market. Fishing club is another popular thing to see in non-Chinese 
countries, since fishing is a very usual activity. It is easy to associate fishing clubs with 
logos contains fish elements. 
Table 3.4 Selected non-Chinese style fish symbols 
 
The one hundred Western fish symbols selected were categorized into two 
categories. The “simplified” category including symbols that the forms are simple and 
clean. The “illustrated” category including the fish symbols with fine details. 
3.1.2.3 Animals share similar attributes with fish 
In Chinese culture, fish has meanings like good fortune. Similar to fish, the bat 
also has the meaning of good luck, and long and happy life. The pronunciation of the 
word for bat in Chinese is “fu,” which is a homonym of "good luck." It is common to see 
bat patterns on greeting cards, which means the sender of the card is wishing the recipient 
to be healthy and wealthy. For many North American Native Indians, a bear was 
considered as extremely lucky animal because a bear could feed an entire village. The 
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bear has symbolic meanings like hard work, strength, and great love. Some Native 
Indians tribes use the bear form to represent the “Great Spirit,” that could guide the 
hunters to have great hunting. They also use the Great bear to describe seasons, and the 
bear has a very close relationship with their beliefs and daily lives. 
To Indian people, elephants have symbolic meanings like good luck, fortune and 
wealth. The first reason is related to religion. “The Rigveda is an ancient Indian 
collection of Vedic Sanskrit hymns. It is also one of the four canonical sacred texts of 
Hinduism.” (Feuerstein, Kak and Frawley, p. 68) In the hymns the elephant is described 
as the only animal who has a hand. It conveys the idea of giving and receiving. Another 
reason is a social reason. In India only the wealthiest families can own elephants. It 
represented high social status in Indian society. 
3.1.3 Monkey 
3.1.3.1 Chinese Monkey 
In Chinese astrology, each year is associated with a Chinese zodiac animal. The 
dragon and monkey both belong to the zodiac. The year of 2016 was also the year of the 
monkey. There is an interesting zodiac story about the monkey: Tiger was the king of the 
forest and monkey was tiger‟s neighbor. One day, a hunter caught tiger. Monkey saved 
his life. Tiger said to monkey, thanks for saving my life. If you have any troubles in the 
future, please let me know! I will pay it back to you. Many years later, the Jade Emperor 
in heaven began to pick animals for the zodiac. Monkey really wanted to join the zodiac; 
so he came to tiger and asked for help. Tiger was also one of the animals from the zodiac. 
Even though he didn‟t want to help monkey join the zodiac because he thought monkey 
was not qualified to join the zodiac with him, he still helped monkey because he saved 
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his life before. The ending of the story is that monkey joined the zodiac but his friendship 
with tiger was over. 
In the Chinese zodiac story, monkey is very flexible and smart. Chinese people 
like to use monkey to describe smart person. The pronunciation of “monkey” in Chinese 
sounds like “hou.” It has the same pronunciation of the dignified Chinese people titled as 
marquis. Because of this, monkey is bestowed with an auspicious meaning. One of the 
famous paintings depicting a monkey can be found from very long ago. It is common to 
see two monkeys in one painting. For example, two monkeys sitting on a pine tree, or a 
monkey riding on the back of another monkey. Both of them convey the good blessing of 
getting high official status and a fat salary for generations. These kinds of designs are 
also common in architecture. Most of them appear in stone inscription, brick carving, and 
wood engraving formats (Hubel, 1977). 
Pilgrimage to the West is one of the four great classical novels of Chinese 
literature. In this book, monkey is one of the main characters.  In the novel, his name was 
Sun Wukong and it was given by his teacher. His mission was to protect and help his 
teacher to obtain Buddhist sacred texts from Western Regions. During the process, they 
went through many sufferings and trials (Wu, Pilgrimage to the West). The personality of 
Wukong was very vivid and impressive. He was not only smart but also brave and had a 
positive attitude. He had many different kinds of skills, such as 72 ways of transformation 
and a “somersault cloud” allowed him to travel for very long distance in a second. The 
character of Wukong is the combination of monkey, human, and deity. This shows 
Chinese people‟s favor of monkeys. It is also a very important part of Chinese culture.  
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In modern Chinese society, the monkey figure applied in many fields, for example, 
monkey always associated with fruit like peach in paper cutting artworks. The direct 
reason is that peach is a monkey‟s food, and in Chinese traditional culture it also conveys 
the idea of good fortune. 
 
Figure 3.16 Chinese monkey symbols used by companies (Shutterstock) 
 
 
Figure 3.17 Categories of Chinese monkey symbols as logos 
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From the pie chart of Chinese monkey symbols, five categories were divided and 
they are “year of monkey,” “business logo,” “paper cutting,” “stamp design,” and “other.” 
The “year of monkey” category includes Chinese monkey symbols that were designed to 
celebrate the Chinese monkey year. 2016 was the year of monkey and so it is common to 
see monkey symbol designs involved with number “2016.” The following two symbols 
are examples from “year of monkey” category. 
 
Figure 3.18 Chinese monkey symbols used by companies (Singapore hamsters club) 
There are 19% of Chinese monkey symbols are business logos and 12% of them 
are stamp designs. It shows that monkey is a very popular object that is wildly used in 
Chinese advertising market. The symbolic meaning of monkey is very positive, such as, 
wisdom and happiness. 
Table 3.5 Selected Chinese style monkey symbols 
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The 100 Chinese monkey symbols selected were categorized into four categories. 
The “personalized” category including symbols where the forms are similar to humans. 
They have many elements that are related to humans, for example, facial expression, 
kitchen utensils, clothes, and human gestures. The “cartoon style” of monkey character 
comes from the famous Chinese novel, Pilgrimage to the West. The “simplified” category 
is showing only the face of the monkey. 
3.1.3.2 Monkeys in Other Cultures 
In Hinduism, many gods have animal forms for their appearance or part of it. For 
example, Ganesh has the elephant‟s head. Monkeys are considered as sacred animals in 
India. The god Hanuman has the shape of monkey (DeMello, 2012) Monkeys are also 
one of the most popular animals in Japanese art. Because monkeys look and behaviors 
are often like humans, they are particularly useful to represent human characteristics. 
This is also the biggest difference between monkeys and other animals (DeMello, 2012). 
In Japanese artwork, it is common to see monkeys depicted in a realistically style and 
shown in human clothing and engaged in human activities. Japanese macaques are a 
“frequent subject in Japanese art and myth. They are thought to be messengers of the 
Shinto gods and are thus revered" (DeMello, p. 187). 
For many Japanese people the closeness of monkey to human make them think 
that monkeys could help them to understand themselves and Japanese culture. Emiko 
Ohnuki-Tierney is an anthropologist who has been working on the question of power of 
symbols and its absence in political spaces since the mid-1980s. (Tierney) She discussed 
the monkey‟s closeness to humans, and many implications of that closeness. For example, 
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“its use as a deity, or mediator between the gods and humans, and also its use as a 
scapegoat, mocked for its attempts at being human.” (DeMello, p. 296) 
From the Western perspective, monkeys are usually considered as goofy, playful 
animals. Because of this difference, it is more common to see symbols with monkeys in 
Chinese graphic designs comparing to Western designs. The symbol design of monkeys 
in Western society always associated with children and zoo themes. 
 
Figure 3.19 Categories of non-Chinese monkey symbols as logos 
The 100 non-Chinese monkey symbols were divided into different categories, as 
the Non-Chinese Monkey Symbol chart showing above, 30% of them belong to the 
category of “various logo.” “Various logo” means logos contain monkey elements, but 
the logos‟ specific function cannot be identified. The second largest category is “business 
logo.” By using keywords searching, such as “business logo design with monkey 
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element,” and “monkey logo design,” many business logos related to monkeys were 
found., The reason that they are named “business logo” is that most of them are from 
professional logo design websites and companies, and the reason they design these logos 
is to sell them online for business use. 
The third biggest category is “other,” and in this category, there are monkey 
symbols that are hard to categorize by their purpose or usage, even though they are still 
symbols that relate to monkey elements. The following are three examples from the 
“other” category. All of them are very simple style, composed by some geometrical 
shapes, such as circle and ellipse. From their forms, there is no clue to conjecture their 
origins and functions. There are four (4%) restaurant logos from the 100 non-Chinese 
monkey symbols. Three (3%) monkey symbols are being used as logos for design studios. 
The rest three symbols are from: zoo logo, trademark of apparel brand and logo for baby 
products. 
Table 3.6 Selected non-Chinese style monkey symbols 
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The one hundred non-Chinese monkey symbols selected were categorized into 
four categories. The “personalized” category including cartoon style symbols and 
illustrated symbols. Personalized means that the looking of the symbols is similar to 
human. They have many elements that are related to human, for example, human clothing, 
tie, sunglasses and hat. The “cartoon style” also including monkey symbols that relate to 
children, such as, zoo, fairy tale and playground. The “simplified” category is divided 
into two parts, they are simplified symbols with whole body and simplified symbols with 
only the face. All of them are very simple designs, showing the style of minimalism 
design. Another feature of simplified symbols is that the geometrical shapes are applied. 
The following examples are from simplified categories, the one at the left is simplified 
with face, the two on the right is simplified with whole body. They have geometrical 
shapes like circle, triangle, and ellipse. 
3.1.3.3 Animals Share similar attributes with Monkey 
Similar to Chinese culture, there are also many animals considered as wisdom 
animals in other cultures. For example, in Western world, the owl has symbolic meanings 
like wisdom, truth, and patience. The Mescalero believe that after people dead, the ghost 
still can find a way to return to earth to hurt the living people and that is in the form of an 
owl. To Mescalero owl is considered as fearful and hateful bird. They believe that 
witches people who can know a lot about owls (Opler & Bittle, 1961). The owl is the 
death messenger, the totem of clairvoyants and mystics. The rhinoceros is considered as 
ancient wisdom and this is a very different idea compared to Chinese culture. The donkey 
also has symbolic meaning of wisdom and this is the opposite idea of Chinese culture. 
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3.2 Conclusion 
The case study explored symbol designs based on three objects, they are monkey, 
dragon and fish. It is common to see these three objects in both Chinese market and non-
Chinese markets. The design style and functions of these symbols were influenced by the 
cultures and local customers‟ needs. For instance, dragon symbols were widely used in 
Chinese market because it has symbolic meanings like auspicious power, strength and 
majestic. But dragon symbols in Western market were mostly popular in tattoo designs. 
Because monkey in Chinese culture represents smart, it is common to see monkey 
symbols in Chinese companies‟ logo branding. Monkey symbols in Western cultures 
usually associated with children products and zoo logos. Fish symbols in Western 
cultures are mostly used as restaurant logos. In Chinese culture, fish symbols are very 
popular and used by all kinds of companies. Overall, the symbolic meanings of each 
object strongly influence their usage in different cultural circumstances. Knowing the 
importance of cultural differences is necessary for designers to create effective design 
works. 
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CHAPTER 4 METHODOLOGY 
4.1 Introduction 
The object of this study is to examine whether Chinese and Non-Chinese 
participants perceive differently when they see symbols of the same object. The results 
can be used to assist graphic designers to design the symbols that satisfy and serve for 
both Chinese culture and non-Chinese culture groups. The methodology section describes 
the approach used in this study. One online survey was conducted to examine how and to 
what point that viewers can recognize the origin of the various symbol designs. 
For this study, there will be no color involved in the survey, so all the symbols 
will be black and white. To avoid the distraction of object and meaning to the participants, 
the symbols are designed to be the same object with different cultural graphic design 
styles. The three objects selected are the dragon, fish, and monkey. For each object, there 
were three sets of symbols and in each set, there were three symbols. Within the same set, 
the first symbol had distinguishing characteristics of Chinese culture, the second one had 
features of a non-Chinese design, and the third one was culturally neutral and hard to 
decide its origin. 
4.2 Survey Objectives 
The objectives of the survey were to determine if there are aesthetic preferences 
between Chinese and Non-Chinese participants. Specifically, the three sets of symbols 
are for testing three different cultural stylistic comparisons. Symbol set one tests whether 
participants could indicate the cultural style of the dragon symbols; symbol set two tests 
if participants could distinguish the cultural style of the fish symbols; and last, symbol set 
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three explores if the participants could choose the monkey symbols by thinking about 
Chinese and non-Chinese cultural styles. 
4.3 Survey Plan 
The survey was developed in three phases. The first phase determines whether the 
different cultural style of symbols is noticeable and easy to be distinguished. The second 
phase includes the procedure of data collection from the online survey tool—Qualtrics. 
The third phase includes the analysis of the data that gathered from the survey, directly 
reflecting how cultural influences symbol recognition levels and symbol designs. This 
final phase is significant to the study, which determines whether the hypotheses raised at 
the beginning of the study are correct. 
4.3.1 Study Participants 
To conduct this survey, a mass email list of all currently enrolled students in Iowa 
State University student was requested from the Registrar‟s Office. The survey needs 
enrolled students to be divided into three groups. The survey is also divided into three, 
with same content but different order of some choices. Each group of the participants will 
receive only one link of the survey. Each group of participants is mixed of American 
students, international students who are not Chinese, and Chinese students. There will be 
no Chinese participants who are living in China involved in the survey. The reason is that 
Chinese students who are studying in America and so are more influenced by Western 
culture will be better participants to test the Western and Chinese cultural influences.  
50 
 
4.3.2 Survey Design 
The survey consists of three parts. The first part asks about general information of 
participations, which include participations‟ age, gender, education level, languages and 
ethnic groups. The questions are the following:  
1. Please indicate your age: 
2. What‟s your gender? 
3. You are currently doing ____ at ISU. 
4. What‟s your first language? 
5. Which racial or ethnic group do you mostly identify with? 
4.3.3 Design and Selection of the symbols 
The second part of the survey, ask participants to choose the design style they 
associate the most or the least with Chinese or non-Chinese style. Three objects were 
selected and designed based on the case study findings and literature reviews.  
The three objects‟ design considerations are as the following: 
The three dragon symbols show the whole body of dragons. The reason is that the 
biggest difference between Chinese dragon and European dragon are their appearances. 
Chinese Dragon is the only mythological animal from the Chinese zodiac. Its appearance 
is a combination of existing animals. For instance, many scholars agree the idea that 
Long‟s appearance comes from Chinese alligator, snake and lizard. When using dragon 
for ancient royal and some celebration events, the color is always yellow and golden. 
Dragon conveys the idea of auspicious powers, divine and mysterious in the Chinese 
myths. Not only it can fly in sky and hide in the clouds, but also it can live undersea. 
51 
 
However, the European dragon is a serpent-like creature. It has fire-breathing ability, 
sickle shape tail and wings. European dragon usually depicts as malevolent and it usually 
has grey or dark blue colors.  
Table 4.1 Dragon symbol set 
Dragon Symbol Set 
Description of designed symbols 
 
 
 
Chinese Style: The dragon design is inspired by the shape of traditional 
Chinese auspicious clouds. The head and body part is influenced by Chinese 
calligraphy and ink painting style.  
 
 
Neutral Style: The dragon symbol contains both Chinese and Western style 
elements. For instance, long and muscular prehensile tail which European 
dragons have. The head and body shape share similar appearances with 
Chinese dragons.  
 
Western Style: The design of this Western style dragon symbol contains 
several European dragon features. Such as, long, muscular and lizard-like 
body, fire-breathing ability and sickle-shapes tail. In most cases, the 
European dragons are portrayed as evil creatures.  
 
The three monkey symbols all contain circles. The difference is that the Chinese 
style monkey design also has a peach shape next to the figure, the circle in this symbol 
symbolizes vines, in order to connect the tree and peach. In Western cultures, monkey 
always represent playful and goofy, the circle in the Western style monkey is part of the 
monkey‟s tail and it also adds the feeling of playful. The circle for the neutral style 
monkey plays the same role, it acts as monkey‟s toy and convey the idea of joyous.  
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Table 4.2 Monkey symbol set 
Monkey Symbol Set 
 
Description of designed symbols 
 
 
 
Chinese Style: The design of this Chinese style monkey symbol is inspired 
by the Chinese zodiac story and Pilgrimage to the West as mentioned in the 
case study. According to the Chinese zodiac story, monkey is considered as 
very flexible and smart creatures. In modern Chinese society, the monkey 
figures were applied in many fields, for example, monkey always associated 
with fruit like peach in paper cutting artworks and in Chinese traditional 
culture it also conveys the idea of good fortune. 
 
 
Neutral Style: This neutral style monkey symbol contains both Chinese and 
Western style. The facial appearance of the monkey looks like the main 
character from famous Chinese classic novel Pilgrimage to the West. The 
gesture of the monkey remains the playful feature of Western monkeys.  
 
Western Style: From the Western perspective, monkeys are usually 
considered as goofy, playful animals. The symbol design of monkeys in 
Western society always associated with children and zoo themes. This 
Western style monkey symbol contains the playful feature of Western 
monkeys.  
 
The three fish symbols are all in pairs. The difference is that the placement of the 
two fish are a little different. The Chinese fish symbol shows fish‟s natural movement 
forms, and the style of this symbol is inspired by traditional Chinese paper cutting. The 
Western style fish symbol has the shape of letter “S”, the purpose is to imply the idea of 
Western design and the neutral style fish symbol is simplified style, the movement form 
can also be considered as “S” shape or yin yang sign.  
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Table 4.3 Fish symbol set 
Fish Symbol Set 
 
Description of designed symbols 
 
 
Chinese Style: This Chinese style fish symbol is inspired by the traditional 
Chinese papercutting artworks. It is also common to see two fish together 
rather than one or three fish, because in Chinese tradition, number two is 
believed to have auspicious meanings. 
 
Neutral Style: This neutral style fish symbol contains the shape of yin yang 
sign and it also having the simplicity feature of Western symbols.  
 
 
Western Style: This Western style fish symbol contains leaf shapes and 
curved lines that symbolizes “S” shape. The fish species in this design is also 
very common to see in Western market.  
  
The last part of the survey asks participants to compare the attributes between 
different animals. The answers they give can prove how does cultural difference 
influences the way people make these choices. These questions are all slider questions, 
participants need to choose the number on a scale of -3 to 3. The questions are as 
following: 
1. Do you agree that monkey symbolizes smart? 
2. Do you agree that owl symbolizes smart? 
3. Do you agree that elephant symbolizes smart? 
4. Do you agree that fish symbolizes good luck? 
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5. Do you agree that bear symbolizes good luck? 
6. Do you agree that rabbit symbolizes good luck? 
7. Do you agree that dragon symbolizes power? 
8. Do you agree that lion symbolizes power? 
9. Do you agree that eagle symbolizes power? 
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CHAPTER 5 DATA ANALYSIS AND RESULTS 
This chapter analyzed the survey results after data collection process. As 
mentioned in the methodology part, all the participants are Iowa State University students 
who currently enrolled in 2017 spring semester. Their ages are above 18 years old and 
participants include both undergraduate students and graduate students. 
5.1 Data Cleaning 
From the Qualtrics‟s report results, there are 1,653 participants in this study, but 
519 participants didn‟t answer all the survey questions. To have valid character values, 
519 participants‟ data was deleted from the original data list. the result is 1,134 
participants‟ data were collected and analyzed. All the data analysis result for this study 
all based on participants‟ answers. In data analysis part, all the choices and answers from 
each of the survey questions will be documented and analyzed. 
5.2 Participants’ Demographic Data 
As shown in Figure 5.2, participants included 651 females (57.4%) and 475 males 
(41.9%) students. The age distribution (Figure 5.1) of the participants was from 18 years 
old to 75 years old or older. 83% of participants were from age group of 18 to 24, 13.6% 
—25 to 34 years old, and 3.4% — older than 35 years old. In terms of educational levels 
(Figure 5.3), 902 participants (79.5%) were doing undergraduate study, 232 (20.5%) are 
students with a graduate level educational background. The answers for the first language 
question shows (Figure 5.4) 995 (87.7%) of participants were English native speakers, 64 
(5.6%) were Chinese native speakers, and 75 (6.6%) of participants‟ first languages were 
not neither English nor Chinese. There are 34 different languages were collected from the 
survey, such as, Spanish, Malay, Arabic, Korean, Farsi, Turkish, Luganda, Telugu, Italian, 
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Portuguese, Hindi and German, etc. In terms of racial or ethnic groups (Figure 5.5), 914 
(80.6%) participants were white, 70 (6.2%) were Chinese, and 51 (4.5%) were Asian/ 
Pacific Islander. 55 (4.9 %) were black or African American, 3 (0.3%) were Native 
American or American Indian and 41 (3.6%) were Hispanic or Latino. Figure 5.6 shows 
the distribution data between language and gender. For English native speakers, there are 
more female (58.0%) participants than male (42.0%) participants. For Chinese native 
speakers, there are more male (51.6%) participants than female (48.4%) participants. 
 
Figure 5.1 Age distribution 
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Figure 5.2 Gender distribution 
 
Figure 5.3 Educational background distribution 
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Figure 5.4 Language distribution 
 
Figure 5.5 Ethnic group distribution 
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Figure 5.6 Gender and language distribution 
 
5.3 Survey Question Analysis 
5.3.1.1 Dragon 
Survey Question 6 (Figure 5.7) asked participants to choose from the three dragon 
symbols which they associated the most with Chinese style. In the survey Question 6, the 
three dragon symbol designs respectively stand for Chinese, Western and neutral style. 
The Chinese style dragon symbol is named D1, the Western style dragon symbol is 
named D2, and the neutral style dragon symbol is named D3. 375 (33.1%) of participants 
chose D1, 400 (35.3%) of participants chose D2 and 359 (31.7%) of participants chose 
D3. D2 was considered the most associate with Chinese style, according to the statistical 
results of Question 6. 
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Figure 5.7 Survey question six 
Comparing the choices between English native speakers and Chinese native 
speakers, 50.0% of Chinese native speakers chose D1 as the one they associated the most 
with Chinese style. The results for English native speakers are that 35.8% of them chose 
D2 as the one they associated the most with Chinese style.  
 
Figure 5.8 Dragon figures you associate the most with Chinese style 
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Survey Question 7 (Figure 5.9) asked participants to look at three dragon symbols 
and choose the one that they associate the least with Chinese style. In the survey Question 
7, the three dragon symbol designs respectively stand for Chinese, Western and neutral 
style. The Chinese style dragon symbol is named D1, the Western style dragon symbol is 
named D2 and the neutral style dragon symbol is named D3. 472 (41.6%) participants 
chose D1, 358 (31.6%) participants chose D2 and 304 (26.8%) participants chose D3. D3 
was considered the least associated with Chinese style, according to the statistical results 
of Question 7. 
 
Figure 5.9 Survey question seven 
Comparing the choices between English native speakers and Chinese native 
speakers, 65.6% of Chinese native speakers chose D2 as the one they associated the least 
with Chinese style. The results for English native speakers are that 41.5% of them chose 
D1 as the one they associated the least with Chinese style. 
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Figure 5.10 Dragon figures you associate the least with Chinese style 
5.3.1.2 Fish 
Survey Question 8 (Figure 5.11) asked participants to choose from the three fish 
symbols which they associate the most with Chinese style. In the survey Question 8, the 
three fish symbol designs respectively stand for Chinese, Western and neutral style. The 
Chinese style fish symbol is named by F1, the Western style fish symbol is named by F2, 
and the neutral style fish symbol is named by F3. 40 (3.5%) participants chose F3, 273 
(24.1%) participants chose F2 and 821 (72.4%) participants chose F1. F1 was considered 
the most associated with Chinese style, according to the statistical results of Question 8. 
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Figure 5.11 Survey question eight 
Comparing the choices between English native speakers and Chinese native 
speakers, 89.1% of Chinese native speakers chose F1 as the one they associated the most 
with Chinese style. The results for English native speakers are that 71.4% of them chose 
F1 as the one they associated the most with Chinese style. Most of both language groups 
made the same choice, which was to choose F1 as the one they associated the most with 
Chinese style. 
 
Figure 5.12 Fish figures you associate the most with Chinese style 
64 
 
Survey Question 9 (Figure 5.13) asked participants to choose from the three fish 
symbols which they associate the least with Chinese style. In the survey Question 9, the 
three fish symbol designs respectively stand for Chinese, Western and neutral style. The 
Chinese style fish symbol is named by F1, the Western style fish symbol is named by F2, 
the neutral style fish symbol is named by F3. 948 (83.6%) participants chose F3, 93 
(8.2%) participants chose F2 and 93 (8.2%) participants chose F1. F3 was considered the 
least associated with Chinese style, according to the statistical results of Question 9. 
 
Figure 5.13 Survey question nine 
Comparing the choices between English native speakers and Chinese native 
speakers, 81.3% of Chinese native speakers chose F3 as the one they associate the least 
with Chinese style. The results for English native speakers are that 84.2% of them chose 
F3 as the one they associated the least with Chinese style. The majority of both language 
groups made the same choice, which was to choose F3 as the one they associate the least 
with Chinese style. 
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Figure 5.14 Fish figures you associate the least with Chinese style 
5.3.1.3 Monkey 
Survey Question 10 (Figure 5.15) asked participants to choose from the three 
monkey symbols which they associate the most with Chinese style. In the survey 
Question 10, the three monkey symbol designs respectively stand for Chinese, Western 
and neutral style. The Chinese style monkey symbol is named by M1, the Western style 
monkey symbol is named by M2, the neutral style monkey symbol is named by M3. 100 
(8.8%) participants chose M3, 930 (82.0%) participants chose M1 and 104 (9.2%) 
participants chose M2. M1 was considered the most associated with Chinese style, 
according to the statistical results of Question 10. 
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Figure 5.15 Survey question ten 
Comparing the choices between English native speakers and Chinese native 
speakers, 57.8% of Chinese native speakers chose M1 as the one they associate the most 
with Chinese style. The results for English native speakers are that 84.4% of them also 
chose M1 as the one they associate the most with Chinese style. The majority of both 
language groups made the same choice, which is choose M1 as the one they associate the 
most with Chinese style. 
 
Figure 5.16 Monkey figures you associate the most with Chinese style 
67 
 
Survey Question 11 (Figure 5.17) asked participants to choose from the three 
monkey symbols which they associate the least with Chinese style. In the survey 
Question 11, the three monkey symbol designs respectively stand for Chinese, Western 
and neutral style. The Chinese style monkey symbol is named by M1, the Western style 
monkey symbol is named by M2, the neutral style monkey symbol is named by M3. 550 
(48.5%) participants chose M3, 84 (7.4%) participants chose M1 and 500 (44.1%) 
participants chose M2. M3 was considered the least associated with Chinese style, 
according to the statistical results of Question 11. 
 
Figure 5.17 Survey question eleven 
Comparing the choices between English native speakers and Chinese native 
speakers, 51.6% of Chinese native speakers chose M2 as the one they associate the least 
with Chinese style. The results for English native speakers are that 49.9% of them chose 
M3 as the one they associate the least with Chinese style. 
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Figure 5.18 Monkey figures you associate the least with Chinese style 
5.3.1.4 Influential Factors to Participants’ Perception of the Cultural Meaning of 
Animals 
Survey Question 12  Statistical analysis was done to analyze people‟s age, gender, 
current education status, first language, and ethnic group and their influences on the 
perception of the implied cultural meaning of the three animals. Each factor (age, gender, 
etc.) was analyzed independently using a One-Way Analysis of Variance (ANOVA) 
method. The interactions of factors and multiple correlations are beyond the scope of this 
thesis and therefore not quantitatively discussed. The results in Table 5.1 indicated that 
age and gender do not significantly affect people‟s perception of the monkey as a symbol 
of intelligence. However, the influences of education status, first language, and ethnic 
group on this question are statistically significant. People in graduate school, who speak 
Chinese as their first language, and who recognize themselves as Chinese are more likely 
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to agree that a monkey symbolizes intelligence in comparison to people in undergraduate 
school, with a first language other than Chinese, and who recognize themselves as in a 
non-Chinese ethnic group (Table 5.2). However, the true influence of education status is 
questionable because only 3.2% of the undergraduate participates speak Chinese as their 
first language; whereas 15.1% of the graduate participates‟ first language is Chinese. 
 
Figure 5.19 Survey question twelve 
The increased likelihood of thinking that a monkey represents intelligence in 
graduate participants may have resulted from the increased percentage of them who speak 
Chinese as their first language. A very strong correlation between people who speaks 
Chinese as their first language and those who recognize themselves as Chinese are also 
existing. In this survey, 84.3% of Chinese speak Chinese as their first language; however, 
only 0.5% of all other ethnic groups combined speak Chinese as their first language. With 
consideration of the interactions between education status and first language, an ANOVA 
test including each factor and the interaction between each factor was performed. The 
results are shown in Table 5.3 and it indicated that education status is not a significant 
factor that influences the answer to Question 12. First language is the predominate factor 
influencing people‟s perception of a monkey‟s symbolized meanings. The correlation 
between first language and ethnic group cannot be statistically analyzed because the lack 
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of enough replication of responses. However, an analysis about whether ethnic group 
influences people‟s perceptions of an animal‟s cultural meaning was conducted for the 
responses of those who speak Chinese as their first language. Only two ethnic groups 
were identified for the participants, whose first language is Chinese in this survey, 
including Chinese and Asian/Pacific islanders. The results indicated that the influence of 
ethnic group is statistically significant for people who speak the same first language. 
Table 5.1 ANOVA Test for Q12 (Considering Single Factor) 
Source DF Sum of Squares F Ratio P-value 
Age 6 20.928203 1.5624 0.1547 
Gender 1 3.758825 1.6797 0.1952 
Education Status 1 15.53083 6.9728 0.0084 
First Language 2 109.9906 25.6362 <0.0001 
Ethnic Group 5 114.7881 10.6945 <0.00001 
 
Table 5.2 Students’ t-test Results for Q12 
Source Level LS Mean 
Education Status 
Graduate 0.61039 
Undergraduate 0.319553 
First Language 
Chinese 1.609375 
Other 0.608108 
English 0.282389 
Ethnic Group 
Chinese 1.557143 
Hispanic or Latino 0.634146 
Asian/Pacific Islander 0.54902 
Black or African American 0.5 
Native American or American Indian 0.333333 
White 0.260726 
 
Table 5.3 ANOVA Test for Q12 (Considering Correlations between Factors) 
Source DF Sum of Squares F Ratio P-value 
Education Status 1 0.2537 0.1181 0.7312 
First Language 2 94.2562 21.9299 <0.0001 
Education Status*First Language 2 0.7791 0.1813 0.8342 
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Survey Question 13   In Question 13, participants are asked, in a range from -3 to 
3, how much they agree with the statement that owl symbolizes smart. As shown in Table 
5.4, a participant‟s age, education level, first language, and ethnic group shows 
significant impact on whether the participant agrees with the statement that an owl is a 
symbol for smartness. Nevertheless, we find that undergraduate participants, people who 
speak English as their first language, or people who recognize themselves as white are 
more likely to agree with the statement, compared with graduate participants, people 
speak a first language other than English, or people from other ethnic groups. 
Furthermore, people who speak Chinese as their first language or recognize themselves 
as Chinese are less likely to agree that owl represents intelligence compared with people 
with a non-Chinese cultural background. These conclusions are supported by the t-test 
analysis result as shown in Table 5.5. 
 
Figure 5.20 Survey question thirteen 
Because of the aforementioned correlation between education status, first 
language, and ethnic group, the same ANOVA test that we used in analysis of Question 
12 is also applied to analyze the responses to Question 13 from different groups. The 
analysis result of ANOVA is showed in Table 5.6. We find that education level is an 
insignificant factor in the participant‟s response to Question 13 since people from 
different education level group shows no significant difference in answering the question. 
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The same test shows that for the participants who speak Chinese as their first language, 
ethnic group does not have significant influence statistically. However, for those who 
speak English as their first language, ethnic group shows noticeable influence on their 
response to Question 13. This is a difference is captured by the ANOVA test. 
Several t-tests were then conducted on the collected responses and the results 
indicated that for people whose first language is English, Asian/Pacific participants are 
less likely to agree that owl symbolizes smart.  The result also shows that responses from 
participants in different age groups have relatively small difference.  Among these age 
groups, participants between 18 to 24 years old are more likely to agree that an owl 
symbolizes intelligence comparing with those between 25 to 34 years old. Unfortunately, 
as showed in Table 5.7, the number of participants in other age groups is not adequate to 
provide any statistically significant evidence to support the influence, or the lack 
therefore, of age groups in terms of answering Question 13. 
The ANOVA test also indicates that first language is the predominating factor that 
determines people‟s perception of an owl‟s cultural meaning. Similarly, the ANOVA test 
result shows age group does not influence participants‟ answer to Question 13 in a 
statistically significant way. Age groups 67 to 74 and 75 and above have only one 
participant, respectively. Due to the lack of participants, these two age groups are not 
included in analyses discussed later in this thesis. 
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Table 5.4 ANOVA Test for Q13 (Considering Single Factor) 
Source DF Sum of Squares F Ratio P-value 
Age 6 49.61636 5.687 <0.0001 
Gender 1 2.819983 1.8936 0.1691 
Education Status 1 27.85265 18.9863 <0.0001 
First Language 2 257.4172 101.8369 <0.0001 
Ethnic Group 5 245.3441 38.394 <0.0001 
 
Table 5.5 Students’ t-test Results for Q13 
Source Level LS Mean 
Age 
18-24 2.06531 
25-34 1.54902 
35-44 1.6 
45-54 2.285714 
55-64 2.2 
65-74 3 
75 or older -1 
Education Status 
Graduate 1.675325 
Undergraduate 2.064805 
First Language 
English 2.153846 
Other 1.189189 
Chinese 0.296875 
Ethnic Group 
Native American or American Indian 3 
White 2.170517 
Black or African American 1.846154 
Hispanic or Latino 1.682927 
Asian/Pacific Islander 1.137255 
Chinese 0.428571 
 
Table 5.6 ANOVA Test for Q13 (Considering Correlations between Factors) 
Source DF Sum of Squares F Ratio P-value Sample Range 
Education Status 1 0.51042 0.4031 0.5256 
All Participants First Language 2 230.36601 90.9608 <0.0001 
Education Status*First Language 2 1.01904 04024 0.6688 
Ethnic Group 1 2.6814089 1.0748 0.3039 
First Language is 
Chinese 
Ethnic Group 5 14.129268 2.6467 0.0219 
First Language is 
English 
Age 1 4.70705 3.7821 0.0521 Age between 18 to 
24 and 25 to 34 
years old 
First Language 2 205.06616 82.3848 <0.0001 
Age*First Language 2 5.43331 2.1828 0.1132 
 
Table 5.7 Number of Participants in Each Age Group 
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Age Group Number of Participants 
18-24 940 
25-34 154 
35-44 25 
45-54 7 
55-64 5 
65-74 1 
75 or older 1 
 
Survey Question 14  Table 5.8 shows that age, gender, first language, and ethnic 
group significantly influence participants‟ acceptance to the statement that elephant 
symbolizes smart. People speak English as their first language tend to agree that elephant 
symbolizes smart (Table 5.9). However, native speakers of Chinese tend to disagree with 
this statement. ANOVA test on participants who speak Chinese as their first language 
indicates that ethnic group is not a significant factor when its correlation with first 
language is considered (Table 5.10). Table 5.9 also shows that female participants are 
more likely to agree that elephant symbolizes smart. 
 
Figure 5.21 Survey question fourteen 
Table 5.8 ANOVA Test for Q14 (Considering Single Factor) 
Source DF Sum of Squares F Ratio P-value 
Age 4 24.56809 1.8533 0.0858 
Gender 1 11.4338 5.1706 0.0232 
Education Status 1 0.036626 0.0165 0.8979 
First Language 2 90.66522 21.1566 <0.0001 
Ethnic Group 5 82.86476 7.689 <0.0001 
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Table 5.9 Students’ t-test Results for Q14 
Source Level LS Mean 
Gender 
Female 0.949309 
Male 0.745263 
First Language 
English 0.954453 
Other 0.594595 
Chinese -0.23438 
Ethnic Group 
Native American or American Indian 1.333333 
Asian/Pacific Islander 0.941176 
White 0.936194 
Black or African American 0.884615 
Hispanic or Latino 0.878049 
Chinese -0.18571 
 
Table 5.10 ANOVA Test for Q14 (Considering Correlations between Factors) 
Source DF Sum of Squares F Ratio P-value Sample Range 
Ethnic Group 1 0.14878178 0.0526 0.8193 
First Language is 
Chinese 
 
Survey Question 15  Table 5.11 shows that gender, first language, and ethnic 
group significantly influence participants‟ acceptance of the statement that fish 
symbolizes good luck. People who speak Chinese as their first language show a strong 
trend to agree with this statement (Table 5.9). However, people who speak other first 
languages do not correlate fish with good luck. An ANOVA test on participants who 
speak Chinese as their first language indicates that ethnic group is not a significant factor 
when its correlation with first language is considered (Table 5.13). Table 5.12 also shows 
that female participants are more likely to agree that fish symbolizes good luck. 
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Figure 5.22 Survey question fifteen 
Table 5.11 ANOVA Test for Q15 (Considering Single Factor) 
Source DF Sum of Squares F Ratio P-value 
Age 4 13.98422 1.0682 0.3797 
Gender 1 16.90325 7.7907 0.0053 
Education Status 1 0.155313 0.0711 0.7898 
First Language 2 116.5467 27.9775 <0.0001 
Ethnic Group 5 104.2682 9.9331 <0.0001 
 
Table 5.12 Students’ t-test Results for Q15 
Source Level LS Mean 
Gender 
Female 0.3702 
Male 0.122105 
First Language 
Chinese 1.5625 
English 0.200405 
Other 0.013514 
Ethnic Group 
Chinese 1.428571 
Native American or American Indian 0.333333 
Black or African American 0.326923 
Asian/Pacific Islander 0.27451 
White 0.184818 
Hispanic or Latino -0.02439 
 
Table 5.13 ANOVA Test for Q15 (Considering Correlations between Factors) 
Source DF Sum of Squares F Ratio P-value Sample Range 
Ethnic Group 1 0.14322034 0.0841 0.7728 
First Language is 
Chinese 
 
Survey Question 16  Table 5.14 shows that age and gender significantly influence 
participants‟ acceptance to the statement that a bear symbolizes good luck. Participants‟ 
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education status, first language, and ethnic group seem do not influence the perception of 
a to bear‟s cultural meaning. Participants in the 35 years old and older groups are too few 
to make sound conclusions. Participants in 25 to 34 years old age group are more likely 
to disagree that a bear symbolizes good luck (Table 5.15). Comparing the gender 
difference of the choices, Table 5.15 shows that more male participants are likely to 
disagree with the statement that a bear symbolizes good luck than female participants do. 
 
Figure 5.23 Survey question sixteen 
Table 5.14 ANOVA Test for Q16 (Considering Single Factor) 
Source DF Sum of Squares F Ratio P-value 
Age 4 21.47127 2.6579 0.0145 
Gender 1 8.897611 6.5831 0.0104 
Education Status 1 3.822373 2.8186 0.0935 
First Language 2 6.041352 2.2287 0.1081 
Ethnic Group 5 3.3258552 0.4886 0.7850 
 
Table 5.15 Students’ t-test Results for Q16 
Source Level LS Mean 
Age 
18-24 -0.78266 
25-34 -1.06536 
35-44 -0.64 
45-54 -0.28571 
55-64 -0.6 
Gender 
Female -0.73579 
Male -0.91579 
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Survey Question 17  Table 5.16 shows that age, education status, first language, 
and ethnic group significantly influence participants‟ acceptance of the statement that a 
rabbit symbolizes good luck. Table 5.17 indicates the following levels of these 
influencing factors positively affected participants‟ acceptance to this statement: age 
between 18 and 24, undergraduate, first language is English, and ethnic group is white, 
Latino, or Native American. Participants who speak Chinese as their first language or 
recognize themselves as Chinese tend to disagree that a rabbit symbolizes good luck. 
ANOVA test results in Table 5.18 show that age and education status significantly 
influenced participants‟ answers to Question 5.17 even their correlations with first 
language are taken in to considerations in the analysis. However, participants‟ ethnic 
group does not significantly influence their perceptions to rabbit‟s culture meaning 
related to good luck. 
 
Figure 5.24 Survey question seventeen 
 
Table 5.16 ANOVA Test for Q17 (Considering Single Factor) 
Source DF Sum of Squares F Ratio P-value 
Age 4 91.5276 7.8907 <0.0001 
Gender 1 0.837353 0.4176 0.5183 
Education Status 1 108.2879 56.7036 <0.0001 
First Language 2 257.8495 72.5014 <0.0001 
Ethnic Group 5 218.5646 24.0435 <0.0001 
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Table 5.17 Students’ t-test Results for Q17 
Source Level LS Mean 
Age 
18-24 1.369379 
25-34 0.627451 
35-44 0.68 
45-54 0.428571 
55-64 0.2 
Education Status 
undergraduate study 1.4 
graduate study 0.632035 
First Language 
English 1.412955 
Other 0.405405 
Chinese -0.42188 
Ethnic Group 
White 1.411441 
Hispanic or Latino 1.365854 
Native American or American Indian 1.333333 
Black or African American 0.884615 
Asian/Pacific Islander 0.588235 
Chinese -0.28571 
 
Table 5.18 ANOVA Test for Q17 (Considering Correlations between Factors) 
Source DF Sum of Squares F Ratio P-value Sample Range 
Education Status 1 16.83299 9.6004 0.002 
All Participants First Language 2 181.1717247 51.6642 <0.0001 
Education Status*First Language 2 1.39363 0.3974 0.6721 
Age 1 26.84942 15.6131 <0.0001 Participants 
between 18 and 34 
years old 
Frist Language 2 217.71228 63.3006 <0.0001 
Age*First Language 2 11.43892 3.3259 0.0363 
Age 1 9.415820 5.0015 0.0255 Participants 
between 18 and 34 
years old 
Education Status 1 42.424397 22.5349 <0.0001 
Age*Education Status 1 8.210733 4.3614 0.0370 
Ethnic Group 1 0.267 0.111 0.740 
First Language is 
Chinese 
Ethnic Group 5 9.735 1.167 0.323 
First Language is 
English 
  
Survey Question 18  Table 5.19 shows that gender, first language, and ethnic 
group significantly influence participants‟ acceptance of the statement that a dragon 
symbolizes power. People whose first language is English are less likely to agree with 
this statement than people who speak other first languages (Table 5.20). In comparisons 
to Chinese and Asian/Pacific participants, white participants are less likely to agree with 
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the statement of Question 18.  The ANOVA test on participants who speak Chinese or 
English as their first language indicates that ethnic group is not a significant factor when 
its correlation with first language is considered (Table 5.21). Table 5.20 also shows that 
male participants are more likely to agree that a dragon symbolizes good luck. 
 
Figure 5.25 Survey question eighteen 
Table 5.19 ANOVA Test for Q18 (Considering Single Factor) 
Source DF Sum of Squares F Ratio P-value 
Age 4 8.775147 1.3046 0.252 
Gender 1 7.565037 6.7717 0.0094 
Education Status 1 0.02969 0.0264 0.8709 
First Language 2 17.31794 7.8046 0.0004 
Ethnic Group 5 17.55786 3.1573 0.0078 
 
Table 5.20 Students’ t-test Results for Q18 
Source Level LS Mean 
Gender 
Male 2.153684 
Female 1.987711 
First Language 
Chinese 2.453125 
Other 2.324324 
English 2.012146 
Ethnic Group 
Chinese 2.414286 
Asian/Pacific Islander 2.411765 
Black or African American 2.096154 
Hispanic or Latino 2.048781 
White 2.008801 
Native American or American Indian 2 
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Table 5.21 ANOVA Test for Q18 (Considering Correlations between Factors) 
Source DF Sum of Squares F Ratio P-value Sample Range 
Ethnic Group 1 0.015 0.015 0.902 
First Language is 
Chinese 
Ethnic Group 5 7.272 1.277 0.272 
First Language is 
English 
 
Survey Question 19  Table 5.22 show participants‟ perceptions of a lion‟s cultural 
meaning were not significantly influenced by age, gender, education status, first language, 
or ethnic group. It seems that a lion‟s symbolic meaning of power was universally 
accepted by people from different cultural backgrounds. 
 
Figure 5.26 Survey question nineteen 
 
Table 5.22 ANOVA Test for Q19 (Considering Single Factor) 
Source DF Sum of Squares F Ratio P-value 
Age 4 14.22669 2.3709 0.0279 
Gender 1 1.352903 1.3434 0.2467 
Education Status 1 0.006562 0.0065 0.9357 
First Language 2 2.39115 1.1872 0.3055 
Ethnic Group 5 4.436878 0.8804 0.4935 
 
Survey Question 20  Table 5.23 shows that first language and ethnic group 
significantly influence participants‟ acceptance of the statement that an eagle symbolizes 
power. People who speak Chinese as their first language or recognize themselves as 
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Chinese are less likely to agree this statement than people who speak other first languages 
or in other ethnic groups (Table 5.20). ANOVA test on participants who speak Chinese as 
their first language indicates that ethnic group is not a significant factor when its 
correlation with first language is considered (Table 5.24). However, the same test for 
participants who speak English as their first language indicates that ethnic group is a 
significant factor. 
 
Figure 5.27 Survey question twenty 
Table 5.23 ANOVA Test for Q20 (Considering Single Factor) 
Source DF Sum of Squares F Ratio P-value 
Age 4 14.97072 1.3141 0.2477 
Gender 1 0.213552 0.1122 0.7377 
Education Status 1 4.282115 2.254 0.1335 
First Language 2 55.25516 14.8849 <0.0001 
Ethnic Group 5 82.66496 9.0021 <0.0001 
 
Table 5.24 Students’ t-test Results for Q20 
Source Level LS Mean * 
First Language 
English 1.61336 A1 
Other 1.608108 A1 
Chinese 0.65625 B1 
Ethnic Group 
Native American or American Indian 2.333333 A2 
White 1.657866 A2 
Black or African American 1.5 A2 
Asian/Pacific Islander 1.392157 A2 
Hispanic or Latino 1.243902 A2 
Chinese 0.585714 B2 
*Levels not denoted with same letter and number are statistically different from each other. 
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Table 5.25 ANOVA Test for Q20 (Considering Correlations between Factors) 
Source DF Sum of Squares F Ratio P-value Sample Range 
Ethnic Group 1 3.000 0.982 0.326 
First Language is 
Chinese 
Ethnic Group 5 22.086 2.510 0.029 
First Language is 
English 
 
5.4 Findings 
According to the results of data analysis of all the survey questions, here is the 
summary of all the findings. Table 5.26 explains the data analysis of how the forms are 
perceived by the ethnic groups. Table 5.27 shows participants‟ responses on animal 
objects‟ attributes. 
Table 5.26 Findings of Participants’ Responses on Symbol Styles 
 Chinese Style Western Style 
Dragon 
50.0% of Chinese native speakers chose D1 as the 
one they associated the most with Chinese style. 
The results for English native speakers are that 
35.8% of them chose D2 as the one they associated 
the most with Chinese style. 
65.6% of Chinese native speakers chose 
D2 as the one they associated the least 
with Chinese style. The results for 
English native speakers are that 41.5% of 
them chose D1 as the one they associated 
the least with Chinese style. 
Fish 
89.1% of Chinese native speakers chose F1 as the 
one they associated the most with Chinese style. 
The results for English native speakers are that 
71.4% of them chose F1 as the one they associated 
the most with Chinese style. Most of both language 
groups made the same choice, which was to choose 
F1 as the one they associated the most with Chinese 
style. 
81.3% of Chinese native speakers chose 
F3 as the one they associate the least with 
Chinese style. The results for English 
native speakers are that 84.2% of them 
chose F3 as the one they associated the 
least with Chinese style. The majority of 
both language groups made the same 
choice, which was to choose F3 as the 
one they associate the least with Chinese 
style. 
Monkey 
57.8% of Chinese native speakers chose M1 as the 
one they associate the most with Chinese style. The 
results for English native speakers are that 84.4% of 
them also chose M1 as the one they associate the 
most with Chinese style. The majority of both 
language groups made the same choice, which is 
choose M1 as the one they associate the most with 
Chinese style. 
51.6% of Chinese native speakers chose 
M2 as the one they associate the least 
with Chinese style. The results for 
English native speakers are that 49.9% of 
them chose M3 as the one they associate 
the least with Chinese style. 
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Table 5.27 Findings of Participants’ Responses on Animal Objects’ Attributes 
Attributes  Animal objects  
 Monkey Owl Elephant 
Smart 
First language is the 
predominate factor influencing 
people‟s perception of a 
monkey‟s symbolized 
meanings. The results indicated 
that the influence of ethnic 
group is statistically significant 
for people who speak the same 
first language. Chinese 
participants‟ LS mean is 1.6, 
which the number is larger than 
English native speaker (0.28). 
 
People who speak English as 
their first language, or people 
who recognize themselves as 
white are more likely to agree 
with the statement, compared 
with graduate participants, 
people speak a first language 
other than English, or people 
from other ethnic groups. 
Furthermore, people who speak 
Chinese as their first language or 
recognize themselves as Chinese 
are less likely to agree that owl 
represents intelligence compared 
with people with a non-Chinese 
cultural background. 
People speak English as their 
first language tend to agree 
that elephant symbolizes 
smart. However, native 
speakers of Chinese tend to 
disagree with this statement. 
 Fish Bear Rabbit 
Good luck 
People who speak other first 
languages do not correlate fish 
with good luck. An ANOVA 
test on participants who speak 
Chinese as their first language 
indicates that ethnic group is 
not a significant factor when its 
correlation with first language 
is considered. The result also 
shows that female participants 
are more likely to agree that 
fish symbolizes good luck. 
According to the data, 
participants‟ education status, 
first language, and ethnic group 
seem do not seem to influence 
the perception of a to bear‟s 
cultural meaning. Comparing the 
gender difference of the choices, 
it shows that more male 
participants are likely to disagree 
with the statement that a bear 
symbolizes good luck than 
female participants do. 
Participants who speak 
Chinese as their first 
language or recognize 
themselves as Chinese tend 
to disagree that rabbit 
symbolizes good luck. 
However, participants‟ ethnic 
group does not significantly 
influence their perceptions to 
rabbit‟s culture meaning 
related to good luck. 
 Dragon Lion Eagle 
Power 
People whose first language is 
English are less likely to agree 
with this statement than people 
who speak other first 
languages. In comparisons to 
Chinese and Asian/Pacific 
participants, white participants 
are less likely to agree with the 
statement of Question 18.  The 
ANOVA test on participants 
who speak Chinese or English 
as their first language indicates 
that ethnic group is not a 
significant factor when its 
correlation with first language 
is considered. 
The data show participants‟ 
perceptions of a lion‟s cultural 
meaning were not significantly 
influenced by age, gender, 
education status, first language, 
or ethnic group. It seems that a 
lion‟s symbolic meaning of 
power was universally accepted 
by people from different cultural 
backgrounds. 
 
People who speak Chinese as 
their first language or 
recognize themselves as 
Chinese are less likely to 
agree this statement than 
people who speak other first 
languages or in other ethnic 
groups. However, the same 
test for participants who 
speak English as their first 
language indicates that ethnic 
group is a significant factor. 
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CHAPTER 6 CONCLUSIONS 
In this age of globalization, graphic designers increasingly have more business 
opportunities to have cooperation with different companies internationally. The beauty of 
cultural differences is commonly viewed as making graphic design unique and valuable. 
Alternately, the diversity of cultures may also result in unsatisfactory design due to a 
cultural barrier between the designer and people who are from some different cultural 
backgrounds. It is necessary for designers to know the cultural backgrounds of their 
consumers, in order to create high-quality designs that satisfy the consumers. This 
research studied the semiotics and well-known symbols in history, which including 
Christian fish symbol, the peace symbol, hammer and sickle, yin yang symbol and red 
cross symbol. It also discussed previous studies about the cultural and linguistic 
differences. Because this study was focused on the comparison between Chinese culture 
and other non-Chinese cultures, the literature review also explained the structure of 
Chinese character system, especially Chinese pictographic script. The case study part 
studied three objects and they are dragon, monkey and fish. This section involved the 
cultural comparison among these three objects, it also included animal object who share 
the similar attributes. Each object was divided into two groups, one is for Chinese style 
symbols and the other one is for non-Chinese style symbols. For each group, one hundred 
symbols were collected from online database. After all these researches, an online survey 
was conducted and all the efforts made in this study were to answer three important 
research questions concerning the recognition of symbols in different cultural groups. 
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The following are the summaries of the data analysis results and answers to each research 
questions. 
Research Question 1: Do the selected Chinese symbols have strong cultural 
characteristics that can be easily distinguished from Western symbol designs? 
This research question was raised to explore the uniqueness of Chinese cultural 
characteristics. In addition, the difference between Chinese design and non-Chinese 
design and how people‟s recognition focused on them. The survey was intended designed 
to let participants make selections between Chinese style design and non-Chinese designs. 
Especially from survey Question 6 to Question 11, it shows a direct comparison between 
Chinese symbol design and non-Chinese symbol design. 
The survey results reveal that design with strong Chinese cultural characteristics 
can be easily distinguished from the other sets. For example, the Chinese fish symbol, 
because of the lines and shapes used in this design have a very strong Chinese cultural 
feature, most of the participants recognized it as a Chinese style design. No matter what 
languages do these participants speak, their choices were very similar. 
From all the research, case studies included in this thesis, the survey results and 
data analysis, one can confidently draw the conclusion that Chinese symbols do have 
strong cultural characteristics that can be easily distinguished from Western symbol 
designs. This is true for the three objects selected for this study: the monkey, fish, and 
dragon. The result of this study can be helpful for graphic designers who will do design 
work for customers from different cultures.  
87 
 
Research Question 2:  How do people from different cultural backgrounds 
perceive symbol designs differently? 
In the data analysis part, statistical analysis was done to analyze people‟s age, 
gender, current education level, first language, and ethic group and their influences on the 
perception of the implied cultural meaning of the three animal objects. Each factor (age, 
gender, etc.) was analyzed independently using a One-Way Analysis of Variance 
(ANOVA) method. The interactions of factors and multiple correlations are beyond the 
scope of this thesis and therefore not quantitatively discussed. For example, the ANOVA 
test result of Question 13 shows that the first language is the predominate causal factor to 
people‟s perception of owl‟s cultural meaning. Age does not statistically influence 
participants‟ answer to Question. Because the age groups 67 to 74 and 75 and above had 
only one participant, these two age groups are not included in analyses discussed later in 
this thesis. 
In Question 15, Table 5.11 shows that gender, first language, and ethnic group 
significantly influence participants‟ acceptance of the statement that fish symbolizes good 
luck. Especially, people who speak Chinese as their first language show a strong trend to 
agree that fish symbolizes good luck (Table 5.9). However, people speak other first 
languages do not correlate fish with good luck. ANOVA test on participants who speak 
Chinese as their first language indicates that ethnic group is not a significant factor when 
its correlation with first language is considered (Table 5.13). Table 12 also shows that 
female participants are more likely to agree that fish symbolizes good luck. 
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In Question 16, Table 5.15 shows that male participants are likely to disagree with 
the statement that a bear symbolizes good luck. The responses of this question indicate 
that participants‟ education status, first language, and ethnic group appear to not 
influence the perception to bear‟s cultural meaning. 
In Question 17, Table 5.16 shows that ethnic group significantly influence 
participants‟ acceptance of the statement that a rabbit symbolizes good luck. Participants 
who speak Chinese as their first language or recognize themselves as Chinese tend to 
disagree that a rabbit symbolizes good luck. However, participants‟ ethnic group does not 
significantly influence their perceptions to rabbit‟s culture meaning related to good luck. 
People whose first language is English are less likely to agree the statement from 
Question 18 (Table 5.20), which is dragon symbolizes power. In comparisons to Chinese 
and Asian/Pacific participants, white participants are less likely to agree the statement of 
question 18.  ANOVA test on participants who speak Chinese or English as their first 
language indicates that ethnic group is not a significant factor when its correlation with 
first language is considered (Table 5.21). In question19 the data result indicates that 
lion‟s symbolic meaning of power was universally accepted by people from different 
cultural backgrounds. 
The result for Question 20 shows that first language and ethnic group significantly 
influence participants‟ acceptance to the statement that eagle symbolizes power. People 
who speak Chinese as their first language or recognize themselves as Chinese are less 
likely to agree this statement than people who speak other first languages or in other 
ethnic groups (Table 5.20). However, the same test for participants who speak English as 
their first language indicates that ethnic group is a significant factor. 
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In conclusion, people from different cultural backgrounds perceive symbol 
designs differently. The choices they made were influenced by which ethnic group they 
come from. When looking at the same set of objects, participants from the same ethnic 
group tend to make the same choices.   
Research Question 3: Has the influence of cultural differences on perception 
of symbols’ trend changed?  
A great deal of research examining perceptions of graphic symbols across cultures 
has been previously conducted. Has the influence of cultural differences on perception of 
symbol changed over time? To answer this question, the data of all participants who 
finished the survey was collected and analyzed. The results showed that among all three 
sets of three different symbols, the traditional Chinese style fish symbol was the most 
recognizable for majority of the participants. The Westernized fish symbol which 
considered as modern style had the lowest recognition among all the participants, because 
the design of the symbol doesn‟t seem to have strong cultural characteristics. The results 
show that people from different ethnic groups perceive symbol differently. With the 
influence of cultural differences on symbols changing over time, the trend is that Chinese 
style becomes more recognizable by people from other ethnicities and who speak other 
languages. Even though there are some similar design elements between Chinese style 
design and non-Chinese style design, the uniqueness of Chinese design still exists and is 
becoming increasingly popular. 
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6.1 Recommendations for Designing Cross Culture Symbols 
The results of this study suggested that people from different cultural 
backgrounds perceive symbol designs differently. Cultural/ethnicity differences had an 
impact on the recognition of symbols. However, although there were differences in 
participants‟ perceptions, there were also similarities. Overall, the Chinese style fish 
symbol was the most recognizable for majority of the participants. The Westernized fish 
symbol which considered as modern style had the lowest recognition among all the 
participants, because the design of the symbol doesn‟t seem to have strong cultural 
characteristics. These results suggest that graphic designers who are doing or will do 
design works for consumers from different cultural backgrounds should consider the 
influence of culture difference as they create future designs, since the study shows that 
recognition of symbol meanings is vary among different ethnic groups. Especially for 
designers whose consumers are from China or have Chinese cultural background, people 
from this group perceive symbols differently from the dominant European-American 
culture groups. Future researchers who are interested in cross-cultural symbol study 
should select participants from a greater range of ethnicity, in order to get a more 
accurate study result. In future practical design process, try to avoid the negative part of 
the culture group you are design for, intentionally adding design elements that should be 
popular for the certain cultural groups will be an effective way to conduct successful 
design work.  
6.2 Limitations 
In a conclusion, several limiting factors affected the result of the study. The 
limitations of the study were described as the following: 
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1. The time and scale of the study were limited, the Chinese participants were not as 
many as English native speakers: the number of Chinese participants was 64 and 
the number of English native speakers was 995. 
2. Only the currently enrolled Iowa State University students were being recruited, 
and these students cannot represent all the students from other American private 
and public universities. 
3. The age group is another limitation. 83.0% of the participants were younger than 
25 years old and this age group cannot represent people of all ages.  
4. All the symbol designs included in this study were in black and white, so colors 
were not taken as a consideration factor.  
5. The survey only included a small number of symbol sets for each design style, 
and this is also one of the limitations. Applying more symbols for each 
comparison set should results in more accurate study results. 
6.3 Recommendations for Future Study 
The literature review, survey data analysis, conclusions and limitations from this 
study can result in several directions for future research related to cross culture symbol 
designs, especially between Chinese culture and non-Chinese culture. For future research, 
more participants should be included and participants should be selected from a wider 
population. Several recommendations for future studies might include: 
1. For the survey design, create more symbols for each style. Developing more 
symbol designs not only focused on three objects, but also explore more different 
objects to compare. 
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2. Try more different ways to collect survey data, don‟t just limit to one method. 
Recruit more people from different age groups. 
3. This study could be used to do a comparison of the Chinese participants with 
participants from other ethnic groups to discover symbol recognition preferences 
in more different cultures. 
4. The results of this study also could be applied in Asian countries, such as, Korean, 
Vietnam, Japanese and Indian, etc. It would be helpful reference for the studies 
among any other Asian countries that share lots of similar culture qualities but are 
still have slightly difference cultural features. 
  
93 
 
BIBLIOGRAPHY 
Apply for a Trademark. Search a Trademark. (n.d.). Retrieved March 28, 2017, from 
http://www.trademarkia.com/company-county-of-los-angeles-sheriffs-
department-293907-page-1-0 
Beer, R. (2003). The Handbook of Tibetan Buddhist Symbols. Boston, MA: Shambhala. 
Brier, S. (2012). Cybersemiotics: A New Foundation for a Transdisciplinary Theory of 
Consciousness, Cognition, Meaning and Communication. Biosemiotics Origins of 
Mind 8(11), 97-126. 
Bull, C. H., Lied, L. I., Thomassen, E. & Turner, J. D. (2012). Mystery and Secrecy in the 
Nag Hammadi Collection and Other Ancient Literature: Ideas and Practices. 
Boston, MA: Brill. 
Chandler, D. (2007). Semiotics: The Basics. New York, NY: Routledge. 
Chen, R. (2011). The Dao of Graphic Design— A Study of Interrelationship Between the 
Daodejing in Chinese Daoism and Graphic Design. Rochester Institute of 
Technology.  
Choong, Y., & Salvendy, G. (1998). Design of icons for use by Chinese in mainland 
China. Interacting with Computers, 9(4), 417-430.  
Clipart whale tail. (n.d.). Retrieved March 28, 2017, from 
https://clipartfest.com/categories/view/a184722f7d3dbd29e5be4b9dc18f709601d
1b1e1/clipart-whale-tail.html 
 
94 
 
Cohen, D. (1991). Encyclopedia of Monsters: Bigfoot, Chinese Wildman, Nessie, Sea Ape, 
Werewolf and Many More. Fraser Stewart. 
Culler, J. (1983). The Pursuit of Signs: Semiotics, Literature, Deconstruction. Ithaca, NY: 
Cornell University Press.  
DeMello, M. (2012). Animals and Society: An Introduction to Human-animal Studies, 
New York City: Columbia University Press.  
D. Fénix Sushi en Barcelona, pide comida a domicilio. (n.d.). Retrieved March 28, 2017, 
from https://www.just-eat.es/restaurants-dfenixsushi/menu 
FAIRE PART MARIAGE CHINOIS (n.d.). Retrieved March 28, 2017, from 
http://www.artipik.com/faire-part-mariage-chinois/faire-part-
meiushi,2,32,578.htm 
Feuerstein, G., Kak, S., & Frawley, D. (2008). In Search of the Cradle of Civilization: 
New Light on Ancient India. Delhi: Motilal Banarsidass. 
Frutiger, A. (1998). Signs and Symbols: Their Design and Meaning. New York, NY: 
Watson-Guptill Publications. 
Hall, E. T. (2003). Beyond Culture. New York, NY: Anchor.  
Hofstede, G. (2005). Culture's Consequences: International Differences in Work-related 
Values. Newbury Park, CA: Sage. 
95 
 
Huang, D. D., & Charter, R. A. (1996). The Origin and Formulation of Chinese Character: 
An Introduction to Confucianism and Its Influence on Chinese Behavior Patterns. 
Cultural Diversity and Mental Health, 2(1), 35-42. 
Hubel, D. H., & Wiesel, T. N. (1977). Ferrier Lecture: Functional Architecture of 
Macaque Monkey Visual Cortex. Proceedings of the Royal Society B: Biological 
Sciences,198(1130), 1-59. doi:10.1098/rspb.1977.0085 
Huer, M. B. (2000). Examining Perceptions of Graphic Symbols Across Cultures: 
Preliminary Study of the Impact of Culture/Ethnicity. AAC Augmentative and 
Alternative Communication, 16(9), 180-185.  
Kertzer, D. I. (1996). Politics & Symbols: The Italian Communist Party and the Fall of 
Communism. New Haven, CT: Yale UP. 
Kohn, L. Daoism (2000). Handbook (Handbook of Oriental Studies / Handbuch Der 
Orientalisk - Part 4: China, 14) (Handbook of Oriental Studies/Handbuch Der 
Orientalistik) (Handbook of Oriental Studies: Section 4 China). Boston, MA: 
Brill. 
Locke, J. (1704). An Essay concerning Human Understanding. North Chelmsford, MA: 
Courier Corporation. 
Monkey Year 2016. (n.d.). Retrieved March 28, 2017, from 
https://www.pinterest.com/explore/monkey-year-2016/ 
Nisbett, R. E. (2003) The Geography of Thought: How Asians and Westerners Think 
Differently-- and Why. New York, NY: The Free Press. 
96 
 
Ohnuki-Tierney, E. (1989). The Monkey as Mirror: Symbolic Transformations in 
Japanese History and Ritual. Princeton, NJ: Princeton U.P. 
Olcott, W. T. (1996) Star Lore of All Ages; a Collection of Myths, Legends, and Facts 
concerning the Constellations of the Northern Hemisphere. Kila, Mont: Kessinger.  
Opler, M. E. & Bittle, W. E. (1961). The Death Practices and Eschatology of the Kiowa 
Apache. Southwestern Journal of Anthropology 17(4) 383-394. 
Page, A. (2000) Cracking Morse Code: Semiotics and Television Drama. Bloomington, 
IN: Indiana University Press. 
Peirce, C. S., Charles H., & Paul W. (1931). Collected Papers of Charles Sanders Peirce. 
Cambridge, MA: Harvard University Press. 
Purvis, M. (2006). Meggs’ History of Graphic Design. Hoboken, NJ: John Wiley & Sons, 
Inc. 
Rawson, J. (2002). Chinese Jade: From the Neolithic to the Qing. Chicago, IL: Art 
Media Resources Ltd. 
Removalists | Interstate Removalists | Moving House | LookLocal WA. (n.d.). Retrieved 
March 28, 2017, from https://www.looklocalwa.com.au/removalists 
Rey, H. A. (1976). The Stars: A New Way to See Them. HMH Books for Young Readers. 
Saussure, F. D. & Charles B. (1986). Course in General Linguistics. La Salle, IL: Open 
Court Publishing Company. 
97 
 
Schmitt, B. H., Pan, Y. & Tavassoli, N. T. (1994). Language and Consumer Memory: 
The Impact of Linguistic Differences between Chinese and English. Oxford 
Journals Oxford University Press, 21(3), 419-431. 
S, E. (2013, July 09). 55 Creative Restaurant Logos. Retrieved March 28, 2017, from 
http://ibrandstudio.com/inspiration/creative-restaurant-logos 
Shark Energy Drink Logo Vector (.EPS) Free Download. (n.d.). Retrieved March 28, 
2017, from http://seeklogo.com/vector-logo/125626/shark-energy-drink 
Tan, C. T. & J. U. Farley. (1987). The Impact of Cultural Patterns on Cognition and 
Intention in Singapore. Journal of Consumer Research 13(4): 540-44. 
TEAMOTEA (teamotea). (n.d.). Retrieved March 28, 2017, from 
https://www.pinterest.se/teamotea/ 
The History of the Emblems. ICRC. INTERNATIONAL COMMITTEE OF THE RED 
CROSS, 14 Jan. 2007. Web. 04 Mar. 2017. 
The story and people behind Horse & Dragon Brewing Company. (n.d.). Retrieved 
March 28, 2017, from http://www.horseanddragonbrewing.com/who-is-horse--
dragon.html 
Wang, J., Xiong, X., Yang, G., Zhang, Y., Liu, Y., Zhang, Y., …Yang, X. (2013). 
Chinese Herbal Medicine Qi Ju Di Huang Wan for the Treatment of Essential 
Hypertension: A Systematic Review of Randomized Controlled Trials. Evidence-
Based Complementary and Alternative Medicine. 2013, 1-10.  
Wu, C. (1980). The pilgrimage to the west. Hong Kong: Seagull Pub. Co. 
98 
 
APPENDIX A. IRB APPROVAL FORM  
 
99 
 
APPENDIX B. INFORMED CONSENT 
 
  
100 
 
APPENDIX C. SURVEY RECRUITING EMAIL 
 
 
  
101 
 
APPENDIX D. SURVEY QUESTIONS 
 
 
102 
 
 
 
103 
 
 
104 
 
 
105 
 
 
106 
 
APPENDIX E. 100 CHINESE STYLE DRAGON DESIGNS 
 
 
107 
 
 
 
108 
 
 
 
109 
 
 
 
110 
 
APPENDIX F. 100 WESTERN STYLE DRAGON DESIGNS 
 
111 
 
 
 
112 
 
 
 
113 
 
 
 
114 
 
APPENDIX G. 100 CHINESE STYLE FISH DESIGNS 
 
115 
 
 
 
116 
 
 
 
117 
 
 
 
118 
 
APPENDIX H. 100 WESTERN STYLE FISH DESIGNS 
 
119 
 
 
 
120 
 
 
 
121 
 
 
 
122 
 
APPENDIX I. 100 CHINESE STYLE MONKEY DESIGNS 
 
123 
 
 
 
124 
 
 
 
125 
 
 
 
126 
 
APPENDIX J. 100 WESTERN STYLE MONKEY DESIGNS 
 
127 
 
 
 
128 
 
 
 
129 
 
 
